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BIG TELEVISION IN PITTSBURGH 


CHANNEL 7A | 


BASIC ABC IN PITTSBURGH 








REPRESENTED BY THE KATZ AGENCY 





The setting: skeleton of Pittsburgh’s new 
multi-purpose civic auditorium, an archi- 
tectural “spectacular,” featuring the 
world’s only retractable steel roof. 


The expressive flamenco...one of the 
more difficult and beautiful of stringed 
instruments! For certain, it takes a 
“quality touch” to capture the full 
range and challenging aspects of this 
vivid instrument. To capture the 
admiration and attention of the 
television audience also demands a 


“quality touch”! 


Represented by 


The Original Station Representative 
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TELEVISION 


abc g channel 8 @ dallas 


Serving the greater DALLAS-FORT WORTH market 


TELEVISION SERVICE OF THE DALLAS MORNING NEWS 
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WLBZ-TV 
2 


NBC Affiliate, 


Bangor, Maine 






| CAN 

SAVE YOU 
5% 

IN MAINE 






Cover New England’s fast- 
est growing market with more 
powerful Channel “2”. 

Save 5%, too, with a match- 
ing spot schedule on Portland’s 


Channel “6”. 


See your Weed TV man. 


A MAINE BROADCASTING 
SYSTEM STATION 


WLBZ-TV (2) Bangor 
WCSH.-TV (6) Portland 
WLBZ-Radio Bangor 
WCSH-Radio Portland 
WRDO-Radio Augusta 
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Letter from the Publisher 


Study of Viewing 


The Television Bureau of Advertising has published a study that 
is “must” reading for everyone in the television business. Hand- 
somely put together and well documented, the study is called “How 
To Reach People” and details on a segmented basis television audi- 
ences. The study gives a clear picture of viewing by hours of the 
day among men, women, teen-agers, children, half-hour audiences, 
accumulated audiences, network programs and local programs. The 
study is even more dramatic when the results are compared with 
newspaper circulation. 

For example, on an average day television circulation is 128, 
979,000 people. The average daily newspaper circulation is 57,- 
418,000. 

The average tv home views over five hours a day, seven days a 
week. There are no figures available as to how long the average 
newspaper reader spends with his newspaper. 

Newspaper circulation in °58 was down slightly over ’57. Both 
television viewing and tv homes were up over the previous year, 
and, most importantly, as ihe study points out, television has been 
the number-one medium for the past four years with national adver- 
tisers, and only television increased its revenue from the top 100 
advertisers in 1958. 

TvB is to be commended for providing the television business 
with an important buying and selling tool. 


Discount Changes 


A constructive move was made by the CBS Television Network 
when it announced a change in its discount structure for advertisers 
who stay on through the 13-week summer season. These discounts 
make summer television a most attractive cost-per-thousand buy and 
will undoubtedly enable many advertisers to continue their pro- 
grams throughout the year. 

Summer television has posed problems for the advertiser, the 
network and the stations. From the advertiser standpoint, it would 
appear that summer re-runs are here to stay. The economics of the 
medium dictate it. The advertisers can save about $25,000 to $30,- 
000 per program on a re-run. Over the summer this is a saving 
of about $350,000. The new discount structure will, of course, ex- 
pand the economy. 

What will probably be done in the wake of the new discount 
structure will be a summer selling plan for spot. This is particularly 
needed in terms of shoring up spot business during the July and 
August months. 


Bernard Barth 


The many friends and associates of Bernard Barth, manager of 


| wNnpbu-TV, the Notre Dame station in South Bend, were saddened by 


the news of his untimely death. Only 40 years old, Bernie Barth 
had many outstanding achievements in his fine record as a broad- 
caster. A genuine person, an outstanding trainer and inspirer of 
men, he will be sorely missed by all those who knew him. 


Cordially, Ly ia 
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1a 
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OW 
di- American Home 
the Products—11 shows 
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he 12 shows 
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General Foods— 
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8,- 
74 Procter & Gamble— 
9 shows 
sa Colgate-Palmolive— 
ge 6 shows 
General Mills— 
oth 7 shows 
ar Dominating the 4-State Corner of the Southwest 
? 
en R. J. Reynolds— 
a This season, 106 national advertisers have placed 218 net- 5 shows 
00 work orders on KCMC-TV totaling 55 sponsored network Sterling Drug— 
hours per week—strong proof of ADVERTISER ACCEPTANCE. 5 shows 
ess 
KCMC-TV is ordered for 90% SPOT 
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rk ae ADVERTISERS 
of the CBS night time schedule > ae 
= : Choice adjacencies are still 
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ro- PLUS 15 Top Rated ABC Shows — network lineup . . . also RE- 
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iid Building even Greater the popular MGM PLAY- 
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0,- | man now for complete in- 
ex- ae 
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ind ¢ Ul, sary) \ 24 
the 4-state corner of the Southwest with 7 
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heat 
of CBS ABC. @ 
by 
rth 
| TEXARKANA , Texas-Arkansas 
Maximum Power Channel 6 WALTER M. WINDSOR, General Manager 29-County Nielsen Coverage 
. . County fi indicat recent 
Z Represented Nationally by Venard, Rintoul & McConnell, Inc. 5. civise, homes which view 
Clyde Melville Co.—Southwest James S. Ayers Co.—Southeast KCMC-TV once or more WEEKLY. | 
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Famous on the local scene... yet known throughout the nation - Storer Broade 
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hy + National Sales Offices: 625 








Steer for the channels marked for 
your success. Storer channels. 
Storer stations accent the sell. 
Promises are great but what counts 
is performance. And performance 
is a built-in feature at every Storer 
station, radio or TV. For example, 
in Detroit WJBK-TV dominates the 
market. First by far in all surveys. 
28% greater share of audience than 
any other Detroit station.* That's why, 
with Storer, you know where your 


sales are going—definitely up! 
*ARB August 


240 


MiAM! WGBS 





STORER 
STATIONS 


TELEVISION 


DETROIT 
WIJIBK-TV 


Ch. 2— CBS 
First by far 
in all surveys 


CLEVELAND 
WIJIW-TV 


Top News—Top Movies 
CBS Programming. First in ARB 


TOLEDO 
WSPD-TV 


First in Toledo surveys 
Covers 2,000,000 


ATLANTA 
WAGA-TV 


More Top Movies 
More News—More Coverage 


MILWAUKEE 
WITI-TV 


CBS Programming 
Top MGM, PARA, RKO Movie 


RADIO 


PHILADELPHIA 
WIBG 


50,000 Watts 
First in all surveys 


DETROIT 
WJBK 


WJBK- Radio is Detroit 
First from noon to midnight 
7 


CLEVELAND 
ww 


NBC network. Tops in local 
Personality News and Music 


WHEELING 
WWVA 


First by far 
Pittsburgh-Wheeling area 
Only full-time CBS station 


TOLEDO 
WSPD 


it takes only one to reach | 
ALL Toledo. First by far | 
| 


MIAMI 
WGBS 


50,000 Watts—CBS 
ALL South Florida 


LOS ANGELES 
KPOP 


Covers the 
2nd largest market 


f 


Madison Ave., N.Y. 22, PLaza 1-3940 - 230 N. Michigan Ave., Chicago, FRanklin 2-6498 














































... SOUTH BEND, INDIANA'S 


doce DOMINANT STATION 





JOE WEEKS...Man of the Hour 


The South Bend television area gets its early evening news from 
WSBT-TV and newscaster, Joe Weeks. As head man of one of 
America's highest rated 6:00 o'clock news shows, Joe Weeks is in- 
deed a man of the hour. 


A veteran with over 25 years broadcasting experience, he's a nation- 
ally-known network announcer, sports writer and author. Joe Weeks’ 
abundant experience and first hand knowledge of the national and 
international news front is backed up by a talented 11 man news 
department. Talent, staff and the newest technical equipment make 
6 O'Clock News the completely dominant show in this time period. 


Full sponsorship or spot participations are still available. Last fall the 
6 O'Clock News’ average rating was 23.4! Reach the big 15 
county WSBT-TV market with this top-rated show. Penetrate an area 
which has Effective Buying Income of $1,613,896,000! 


Latest ARB report gives WSBT-TV 47.8% of sets in use, sign on to sign off. 
Get free market data book and presentation on Joe Weeks from your Ray- 
mer man or this station. 


WSBT-TV€E 


SOUTH BEND, INDIANA ¢ CHANNEL 22 
ASK PAUL H. RAYMER COMPANY «+ NATIONAL REPRESENTATIVE 
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: | Responsibility to the community we serve and to our adver- 


vie | fisers is always first and foremost in our minds. Here, in 
T 


_ Chicago, at WGN-Radio and WGN-Television, quality 


ats F and integrity are manifest in every phase of our operations. 
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BUY THE TOP 
STATION IN THE 


BOISE 
MARKET 


HUB OF 
EXPANDING 
BOISELAND ... 


CENTER OF 
THE NATION'S 
LARGEST 
HYDRO-ELECTRIC 
POWER 
DEVELOPMENT 
AREA 











KBOI-TV 


CBS-CHANNEL 2 
BOISE, IDAHO 


National Representatives 
PETERS, GRIFFIN, WOODWARD, INC. 
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Apprehension 
. . » I must say, I usually read 
articles of this sort (“Goals for 
Grey,” TV AGE, Sept. 21) with a great 
deal of apprehension, worrying about 
how what I’ve said will actually ap- 
pear in print. I needn’t have had such 
apprehension in this case, since re- 
porting of the interview was not only 
most accurate, but interestingly 

written. ... 

ALFRED L. HOLLENDER 
Executive Vice President 
Grey Advertising 
New York City 


Spectacular Cost 
. we would like to know the 
average cost of an hour tv spectacu- 
lar as they are produced today. We 
would also like to know what the 
average commercial time might be 
in one of these... . 
Stuart R. Rau 
Keck Advertising 
Oconomowoc, Wis. 
Note: Cost for time for one hour on 150 
network stations agerages $150,000. Talent 
cost for a one-hour spectacular may run 
from $25,000 to $200,000. according to the 
stars. Commercial time is six minutes. 
Timely 
Your excellent film success story on 
“Amos ’n’ Andy” in the August 24th 
issue is most timely for us. We are at 
the moment in the process of selling 
this show, and we have it programmed 
on a strip basis. . 
Eart W. WELDE 
Sales Manager 
wsun-Tv St. Petersburg 


Month-to-Month Comparison 

. . . there is one thing about your 
regular “Business Barometer” that 
bothers me. 

This is probably because I am con- 
ditioned by Federal Reserve charts on 
retail sales. As a retailer I would never 
think in terms of January-February 
business dropping from November- 
December. I just assume this. As a 
retailer the ‘sales figures that I am 
interested in are 1959 against 1958 


WLBC-T 


MUNCIE 


Middletown, U.S.A. 


WLBC-T| 


MUNCIE 


Crossroads of the Middle Wes! 


WLBC-TV 


MUNCIE 


Cross-section of the nation 


WLBC-T 


MUNCIE 


Test Market, U.S.A. 
and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-T 


Muncie, Indiana 





Scere Battal 
Chath 


-..makes homemakers reach faster! 


Today’s housewife responds most favorably when color 
television enters the picture. No other medium warms as many 
senses as well as Color TV ... with sight, sound, 

demonstration and color! 


Color TV, presenting your product in all its natural beauty 
with a warm invitation to buy from the family living room, 
creates the all important point-of-purchase recall in the 
supermarket. Let Color TV’s “extra senses” make 
sales sense for your product. 


New packages and products are being color-tested daily 
in WBAP-TV’s color studios, where complete color 
facilities, including the new RCA Television Color Tape Recorder, 
are at your disposal. 


FIRST IN TEXAS .. . FIRST IN PROGRAMS . . . FIRST IN COLOR! 


weAP-Ty—5 


Watch Perry Como in FORT WORTH 3900 BARNETT ST. 
gorgeous color for Kraft DALLAS 1900 NORTH AKARD 
Fine Foods every i 


Wednesday night ' 
over NBC-TV. PETERS, GRIFFIN, WOODWARD, INC. 


Exclusive National Representatives 








There was this 


bootlegger 


in Tulsa... 


IS SUN shone brightly. He enjoyed brisk 
H demand for his wares. Distribution and 

brand acceptance were excellent. His 
share of market was exhilarating; reorders rolled 
in with impressive regularity. 

Then. disaster struck. Lawmakers legalized 
liquor. He became the victim of technological 
unemployment. 

In the thirties? No. In the summer of 1959, 
when Oklahoma prohibition—on the books 
since statehood was achieved in 1907—was 
finally repealed. , 

Earth-shattering? Hardly—but interesting 
to Comment’s audience. 

* * * 

KOTV, the Corinthian station in Tulsa, 
offers the new Comment as a showcase for con- 
troversy. Comment is a place for almost anything 
that stimulates thinking and discussion. Repeal 

.- integration . . . labor reform . . . the opinions 
of a former leader of the Oklahoma Communist 





Party .. . if it’s informative, intriguing or mean- 
ingful for people in the Tulsa market, it belongs 
on Comment. 

Comment follows the new 10:00 p.m. Eye- 
Witness News, which brings the advances of 
electronic journalism to the Tulsa market. To 
present this newscast-Comment strip, five nights 
a week, KOTV has pre-empted high-rated net- 
work and syndicated shows. 

Corinthian believes—and our research bears 
us out—that there is a deeper public interest in 
local, national and world affairs than many even 
in television itself have realized. We believe that 
a local station must shoulder an important part 
of the medium’s responsibility to meet that need. 

We suspect, incidentally, that strong news 
and public affairs departments have something 
to do with our leadership in most of our markets. 
We also suspect that viewer confidence in our 
stations may have something to do with the 
believability of our clients’ commercials. 


Responsibility in Broadcasting 
FHE CORINTHIAN 
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KOTV 
TULSA (Petry) 


KHOU-TV 
HOusTON (CBS-TVSpot Sales) 


KXTV 
SACRAMENTO (H-R) 


WANE-TV 
Fort WAYNE (Petry) 


WISH-TV 
INDIANAPOLIS ( Bolling) 


WANE-AM 
Fort WAYNE (Petry) 


WISH-AM 
INDIANAPOLIS ( Petry) 


STATLOMWS 


for the identical period. 

When I read your references of June 
dropping from May and so forth I 
wonder if other people get my funny 
reaction. 

Perhaps the solution is to lead off 
with the gains of 1959 versus 1958 
before you go into the discussion of the 
difference in television sales from one 
month to the subsequent month. 

Howarp P. ABRAHAMS 
Television Bureau 

of Advertising 

New York City 


Station Directory 
- can you send us a couple of 
copies of your latest quarterly report 
on station facts from your Station 

Directory? .. . 

Cuarves R. Devine 
Charles R. Devine & Assoc. 
Spokane 


Note: The Tv ace Station Directory is pub- 
lished twice yearly—in June and January. 


Showcase in Six Cities 
.-. in the issue of July 19, 1959... 


we appreciated your mention of Real 
Estate Advertising Associates and its 
New Orleans Branch “Home Building 
and Real Estate”. Builder’s Showcase, 
produced by Real Estate Advertising 
Associates, is now being produced for 
the home building industry in Tulsa, 
Houston, Detroit, St. Louis, New 
Orleans and the home office, Kansas 
ee 
Lewis C. Noonan 
Vice President & Treasurer 
Real Estate Advertising Associates 
Kansas City 


Continuing Textbook 
. . » No matter what the demands 
on my time, I always make it my 
business not to miss reading a single 
issue of TELEVISION AGE. It is cer- 
tainly one of the continuing text- 
books of our industry. 
Rosert W. Fercuson 
Executive Vice President and 
General Manager 
wrrF-tv Wheeling 





Network changes in basic 
hourly rates, facilities and 
affiliations announced recently 
include: 

ABC-TV: Kasc-Tv Los Angeles 
basic rate increased from $2,900 
to $3,300; Kco-Tv San Francisco 
from $2,200 to $2,300; KNAC-TV 
Ft. Smith call letters changed to 
KFSA-TV Ft. Smith; KNDO-Tv Yak- 
ima added to network, rate $275; 
KTIV Sioux City, Iowa, from 
$400 to $450; xtvi St. Louis 
started operations from new 
transmitter site with full power 
of 100kw and antenna 1,085 feet 
above average terrain; WABC-TV 
New York from $5,000 to $5,750; 
WAPA-TV San Juan from $200 to 
$300; wBKB Chicago from $3,- 
500 to $3,800; wspz-tv Lock 
Haven, Pa., ceases operations; 
wcTVv Tallahassee $350 to $400; 
WKBW-TV Buffalo $1,200 to $1,- 
300; wpBn-Tv Traverse City and 
its satellite wrom-Tv Cheboygan 
added to network, rate $150; 





Network Changes 


wPst-Tv Miami from $850 to 
$900; wrvp Durham from $550 
to $700; wxyz-tv Detroit from 
$2,600 to $2,700. 

CBS-TV: warm-tv Anderson, 
S. C. changed from “intercon- 
nected station” to “also available 
interconnected” affiliate, rate 
$150; wrex-tv Rockford 
changed from “interconnected 
station” to “also available inter- 
connected” affiliate, rate $450. 

NBC-TV: KBES-TV Medford, 
Ore., basic rate increased from 
$150 to $175; KFsa-Tv Ft. Smith 
from $150 to $175; call letters of 
KNAC-TV Ft. Smith changed to 
KFSA-TV; KCBD-TV Lubbock from 
$350 to $375; KcRA-TV Sacar- 
mento from $750 to $950; KTIV 
Sioux City from $400 to $450; 
KXAB-TV Aberdeen, S. D., added 
to network under PEP plan, rate 
$100; wsar-TV Providence from 
$1,300 to $1,400; wws-tv De- 
troit from $2,800 to $3,000. 
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The central control panel of the RCA TV Tape 
Recorder puts all operating controls at your fingertips. 
Major control features are illustrated on the panel, 
zoned in 15 areas as follows: (1) Variable Speed 
Rewind; (2) Single Control Playback; (3) Independent 
Control of Video, Audio and Cue Record; (4) Local- 
Remote Operation; (5) Automatic Shoe Position 
Control; (6) Capstan Speed Control; (7) Video Head 
Current Indication; (8) Multi-Purpose Meter/Speaker 
Selector; (9) Independent Audio/Cue Record and 
Playback Level Controls; (10) Built-In Monitoring 
Speaker, and Speaker Volume Control; (11) Master 
Erase Current Meter; (12) Control Track Current 
Meter; (13) Control Track Phase Adjustment; 
(14) Head Hour Meter; (15) Sync Selector. 


ASK ABOUT THE OTHER VITAL REASONS WHY IT PAYS TO “TAPE IT RCA”! 


TENSITY 








features = 
at 
your fingertips... 


ANOTHER WAY 
RCA SERVES 
BROADCASTERS 


with RGA TY TAPE 
CONTROL CENTRAL 


All operating controls on a single 19x 17” panel! 


Qv: eed Rewind 


Fast forward, fast reverse. Rewinds 90 minute reel in 4% 
minutes. Rapid cue any point on tape. Tape speed can be 
varied until audio or cue channel becomes intelligible. 


Single Playback 


A single push button activates playback functions. Auto- 
matically stops at the end of the tape. A stop button is pro- 
vided for manual operation. 


t Control of Video, Audio and 


no 


A set-up switch activates all electronics, placing the recorder 
in operation without running tape through. This enables 
operators to checkout circuitry prior to recording or playback. 


Local-Remote Operation 
Selector switch delegates basic record/playback functions 
for local or remotely controlled operation. 

tc Shoe Positioning 
The tape shoe position is automatically controlled during 
playback to prevent skewing effects. In the record mode, 
operation is electrically switched to manual—head-to-tape 
pressure can be adjusted using calibrated dial. 


Speed Control 
Manual override of normal operating speed to permit syn- 
chronization of two machines. 
Video Head Current Indication 


Switchable to indicate recording current in each of the four 
heads or total current in the head assembly. Permits quick 
diagnosis of performance during recording. 
Multi-Purpose Meter/Speaker Selector 
Provides instantaneous check of input, record and play 
functions, and erase in either audio or cue channels. 


9) Independent Audio/Cue Record an 


Playback Level Controls 
Standard RCA broadcast audio amplifiers associated with 
these controls are interchangeable. 


Built-In Monitoring Speaker, and Speak 
Volume Control 

For monitoring audio or cue channel input, record or play- 
back output. Built-in RCA BA-24 Broadcast Monitoring 
Amplifier will also drive external speaker. 


Master Erase Current Meter 


Shows master erase circuit is operating by indicating current 
in master erase head. 


Control Track Current Meter 


Provides continuous indication of current in servo-control 
track head. 


Control Track Phase Adjustment 

Dual control provides coarse and vernier adjustments. 
Coarse adjustment is for slipping any of the four heads on 
to any given recorded track. Vernier adjustment is for cen- 
tering the heads precisely on that track. 


Head Hour Meter 


Indicates number of hours on video heads during actual 
recording and playback. 


Sync Selector 
For locking equipment to power line or local syne generator. 


Such outstanding operating features assure the most efficient 
utilization of television tape equipment, reducing operating and 
maintenance costs. And there are many other reasons why RCA TV 
Tape Equipment will prove right for your requirements. So don’t 
settle for less than the best. See your RCA Representative, or 
write to RCA, Dept. ZD-278, Building 15-1, Camden, N. J. In 
Canada: RCA VICTOR Company Limited, Montreal. 


“RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT - CAMDEN, N. J. 
































Agency to Become Tv Sponsor 

In a video first (described as a “public-service venture, 
but naturally we wouldn’t mind getting some new busi- 
ness out of it”), the Ray Barron, Inc., advertising agency 
in Boston bought that city’s coverage on WBZ-TV of the 
mayoralty election Nov. 3—not for a client, but to illus- 
trate to the public how an agency operates. Beginning at 
11:15 p.m., the agency will intersperse the vote reports 
with minute commercials—taped, filmed and live—show- 
ing its offices, creative processes, etc. “We’re not solicit- 
ing new accounts,” said Parker Kirk, creative-service vice 
president, “and won’t even list our present ones.” Idea 
stemmed from the last-minute decision of a client not to 
sponsor the coverage, whereupon the agency, which once 
used radio newscasts regularly, decided the opportunity 
was too good to pass up. Station time costs: $2,200. 


Vel Buys Big for Fall 

Noted as a possibility in Aug. 10 Spot Report, Colgate- 
Palmolive Co., through Norman, Craig & Kummel, Inc., 
New York, set a major fall campaign on its Vel powder 
in about 70 markets, nearly double those used in the spring 
drive. Day and late night minutes will run in brief flights. 
Senior timebuyer Inez Aimee is the contact. 


Women Like Drama Most 

A special Pulse inquiry for TELEVISION AGE into the 
type of specials most preferred shows that women like 
drama best of all programs. Second come variety shows, 
then news and current event programs and comedy. Men 
like variety shows best, closely followed by drama, then 
news and current events and comedy. Least liked of the 
program types mentioned is the popular-music category. 
A complete report on the entire survey of fall program- 
ming will be included in the November 2nd issue of 
TV AGE. 


Buckeye Continues Its Search 

The merger of Transfilm, Inc., and Caravel Films, Inc., 
as one company in the Buckeye Corp.’s entertainment divi- 
sion has led to speculation that the combined facilities 
might be used for programs as well, since Pyramid Pro- 
ductions, Buckeye’s production firm, lacks such facilities. 
Sam Rubin, vice president in charge of the entertainment 
division, says the rush of commercials and industrial 
business is such at these studios that program develop- 
ment would be almost impossible. He disclosed, however, 
that Buckeye is currently working on several deals in- 
volving the acquisition of production facilities. Buckeye 
also owns a television distribution company, Flamingo 


Telefilm Sales. 


New Whitehall Product Testing 

Dondril, a cough tablet from Whitehall Pharmacal Co. 
which tested last winter, is back again in several test mar- 
kets, using filmed minutes. A major expansion is possible 
if the product goes “as well as expected.” Assistant media 
supervisor Val Ritter is the contact. 





WHAT’S AHEAD BEHIND THE SCENES Te | € Ss co Dp e 





Census 

Illustrating the rapid growth of tv in the U. S., the 
Census Bureau will not only count the number of tv homes 
in next year’s national census as it did in 1950, but will 
determine in addition the number of homes having two 
or more sets. Speaking before the American Marketing 
Association in New York, Census Bureau deputy direc- 
tor A. Ross Eckler said the figures would be determined 
through sampling techniques, but that samples would be 
large enough so that statistical effectiveness would not 


be impaired. 


Percentage Deals Hold Up Films 

Percentage of profit deals made on many motion pic- 
tures produced since 1948 have pretty effectively bottled 
up distribution of those films to television. Exhibitor 
pressure and complicated union agreements are as noth- 
ing compared to them. Latest tv distributor to go through 
these contractual pains is Jayark Films, which is currently 
negotiating for 10 top post-’48 features, some of which 
are Warner Bros. releases, independently produced. 
Profits from these films often get so chopped up that it 
is theoretically possible for a distributor to pay more 
than 100 per cent of the tv income to participants. Jayark 
is currently distributing 37 features acquired from Medal- 
lion Pictures. 


Timebuyer’s Helper 

The day when agency timebuyers, researchers, esti- 
mators and clerical help will be given a big assist by 
machines seems to be fast approaching. Remington Rand 
introduced its new Univac Solid-State computer to New 
York agencies last week and showed how the electronic 
equipment can handle spot orders, contracts, estimates 
and revisions, client invoices, etc., at fantastic speeds. At 
present, Young & Rubicam, Inc., is the only agency using 
a computer—a Univac File machine with a basic cost 
around $14,000. Remington Rand believes the new and 
compact Solid-State machiie, renting at a basic $6,950 
per month, will bring other agencies and station repre- 
sentatives into the field. 


CNP Steps Up Production 

California National Productions has moved into its 
ninth calendar year with four new program series sched- 
uled for shooting before the year-end. In addition, three 
new executives were appointed: Frank O’Connor, coordi- 
nator of new program development; Tom McKnight, 
executive producer, and Marshall Wortman, director of 
business affairs. They are based on the west coast. Proj- 
ected CNP series are to be a situation comedy, a mystery 
adventure and two westerns. 


MGM-TV Sells Film With Film 

MGM.-TV for the past several weeks has been quietly 
showing a film presentation of a variety of programs and 
program ideas to the three networks and some of the ma- 
jor agencies. The presentation, 45 minutes long, describes 
12 possible shows. Reportedly, several major deals are 
now pending as a result of the unusual presentation. 
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FROM PETER DE METI 
THESE GREAT 
DISTRIBUTED 


“Major League 
Baseball 


Presents” 


“Pro Football 


Presents” 


“Women’s 
Major League 
Bowling” 


These productions are under the direction of Peter De Met who also product 


WORLD-WIDE TEL! 


41 East 42nd St 
Murray Hill 7-3 























PRODUCTIONS COME 
‘SPORT SHOWS 
DIBY WORLD-WIDE 


Here is all the action, all the excitement of 


the top 26 games of the season. Available 
now from World -Wide. 








The 26 most interesting and exciting games of the 
1959 football season. These are edited for a series 
of one-hour telecasts. Here is the dynamic 

football action which will increase audience, attract 
football fans throughout the nation. 





See in action the greatest women bowling pros 
in the history of bowling. 


-oducl Championship Bowling,” “All Star Golf” and other top sport shows. 


LEVISION SALES CORP. 


Stretl New York 17, N. Y. 
7-318 Mel Schlank, President 





October 19, 1959, Television Age 19 











WIBW-TV" =: 


SELLS THE RICHEST AREA IN 





Wheat-Rich « Cattle-Rich ¢ Industry-Rich - 
NORTH CENTRAL & EASTERN KANSAS 


® Only TV Station Covering This Wealthy Area 






@ Only TV Station In Topeka 
® Strongest Signal In Topeka-Served Market 


Only Good Signal For Over 100,000 TV Homes— 
Serving The Sunflower Empire With CBS, NBC, ABC 


WIBW-TV Land Is Your 
Land Of Opportunity 


# 

| A 1% Billion-Dollar Empire 
Kansas 
t 


Everywhere WIBW-TV Goes It Sells 


e WIBW-TV covers 34% of the entire Kansas population.* 
e WIBW-TV delivers 34% of the Kansas net dollars.* 
e WIBW-TV delivers 31% of Kansas total retail sales.* 


* Sales Management—May 1959 
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What These Percentages Mean to You 


Workers in the Topeka Area have the 10th Highest Average 
Worker Income in the whole country, according to a recent 
survey by U. S. News and World Report. And wealthy 
Topeka and WIBW-TV’s rich north central and eastern 
Kansas area have the highest e/jective buying income per 


G h onana el 1 ) capita in all Kansas. 


To pe k a, Kansas Widely diversified industries produce a yearly volume in the 
° vicinity of $165,000,000.00. 













Division of 
And the Topeka Area is loaded with livestock—2,194,000 


head at last count by the Kansas State Board of Agriculture. 





Stauffer-Capper Publications 






Represented by . 
These are the rich assets of this 114 Billion-Dollar Empire 


served by WIBW-TV. With WIBW-TV you reach it at the 
lowest per thousand rate possible! 






Avery-Knodel, Inc. 
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Business barometer 


National spot dropped as usual in August as compared with July, but was still far 
) ahead of the same month in 1958. 





The exclusive TELEVISION AGE Business Barometer survey indicates spot in August was 
0.7 per cent under July billings. 





The August national spot totals were still 22.7 per cent ahead of those for the same 
month last year. 





The 0.7-per-cent drop in August is one of the smallest declines in the six-year 
history of the Busi- 
ness Barometer. In 
fact, the only other 
year in which it was 
smaller was in 1955 
when August showed an 
actual gain in nation- 
al spot of 2.4 per 
cent over July. 





Vi 


SPOT BUSINESS 


Aug. Sept. Oct. Nov. Dec Jan, Feb. Mar Apr. May June duly Aug 


140 





That this was unusual may be 
BC seen by the figures 
for other years. In 
1954 there was a de- 
cline in August in na- 
tional spot of 3.4 per 
cent. In 1956 the drop 
was 2.3 per cent. In 
1957 it was 2.7 per 
cent, and last year it 
was 5 per cent. 
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In spite of the usual spot de- 
clines since May, the 
division of television 
business continues 

ou strong, as the 22.7 
increase over the same 





90 





80 














= month a year ago indi- 
ent cates. The chart on 
thy this page gives a good 0 
em idea of both .month-to- 
per | month and year-to-year 
comparisons. 60 
the The usual upturn in spot bill- A August off 0.7 per cent under July 
ings may be expected B August 1959 up 22.7 per cent over August 1958 
in September. The in- 
000 pressive upturns reported for this month in the past may be expected to be 
ure. repeated this year, as spot buying has been brisk at the national and | 
regional level. 
pire 


The Business Barometer report for local and network billings for August will be 
reported in the November 2nd issue, 


the 
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WILX-TV’s B signal area, which includes Michigan's GOLDEN TRIANGLE 


of Jackson, Lansing and Battle Creek, ranks as the 


1 LARGEST 


POPULATION MARKET IN THE NATION* 


*(Based on SRDS Consumer Market Data) 





1 New York 6 San Francisco-Oakland 
2 Chicago 7 Boston 

3 Los Angeles 8 Pittsburgh 

4 Philadelphia 9 Washington D.C. 

5 Detroit 10 _—s St. Louis 


GOLDEN TRIANGLE 


and... 


the bulk of this buying population 
(Jackson, Lansing and Battle Creek 
—the Golden Triangle) receives a 


CITY GRADE SIGNAL FROM 


WILX-TV 


Only WILX-TV can offer such powerful coverage in this rich, heavily populated market! 





RIGHT NOW... is the time to contact 
VENARD, RINTOUL & McCONNELL, INC. 


for complete market information 


WILX-TV 


CHANNEL SERVING MICHIGAN'S 
1¢) GOLDEN TRIANGLE 
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Tv random samples leave papers far behind . page 23 


New camera brings new light to tv picture... page 23 


CBS-TV o&o’s seek to build morning viewing . page 23 


Tv vs. Newspapers 

Additional information in the con- 
tinuing circulation dispute between 
newspapers and television has been 
provided by Television Bureau of Ad- 
vertising. A small brochure entitled 
“How Big Is Big?” packs a large 
wallop by illustrating.that while na- 
tional tv circulation (116,521,000 
viewers) during a six-hour nighttime 
period surpasses the number of per- 
sons (104,414,000) who read news- 
papers all day, tv viewers during ran- 
dom half-hour periods often outnum- 
ber the persons who read papers all 
day in various geographic regions. 

Beginning with the sparsely pop- 
ulated mountain region, A.B.C. and 
Nielsen figures show 3,200,000 news- 
paper readers during an average day, 
as against 5,051,000 tv viewers dur- 
ing the non-prime period of 7-7:30 
a.m. 

Adding the east south central area 
brings the total of all-day readers to 
7,948,000; the number of viewers in 
the two areas 7:30-8 a.m. alone 
reaches 8,841,000. 

TvB shows that by adding the New 
England, west south central, west 
north central, Pacific and South At- 
lantic areas in order of ascending 
readership, a total of 56,753,000 
readers during a day is reached. Still, 
tv viewers during a 6:30-7 p.m. half- 
hour number 59,218,000. 

The addition of the east north cen- 
tral area jumps the number of readers 
over the 79-million figure. Although 
an average day’s half-hour periods in 
all of those areas do not attract a 
greater number of viewers, a 90- 
minute slot of non-prime time (6-7 :30 
p.m.) pulls 83,035,000 tv viewers. 

Returning to half-hour periods, 
35,059,000 viewers at 5:30-6 p.m. in 
the western half of the country out- 
number 32,443,000 all-day newspaper 
readers in that section. In the eastern 
half of the U.S. 71,970,000 all-day 





+ West South Central equals 
23,384,000 readers... 





23,702,000 viewers 
between 4:00-4:30pm 


readers are outdistanced by the figure 
of 77,446,000 tv viewers during aa 
8-8:30 p.m. period. 

Among other facts brought out in 
the TvB brochure are that more men 
and women view tv in every half-hour 
time period between six and 10:30 
p-m. on the average day than read any 
issue of a magazine or Sunday sup- 
plement, that between 10 and 10:30 
a.m. every weekday, tv reaches more 
women than any women’s magazine 
and that between 12 noon and 12:30 
p-m. every weekday tv reaches more 
men than any men’s magazine. 


New Camera 


An important step toward inter- 
national programming appears to 
have been made possible by the new 
Marconi IV camera which is being 
introduced in the United States by 
the Ampex Co. as a companion piece 
Videotape recorder. The 
camera and recorder, according to 


for its 


Ampex officials, are easily convertible 
from 525 (American) to 405 (Brit- 
ish) or 625 (European Continental) 





THE WAY IT HAPPENED Ne WS front 


standards. An interswitch modifier 
makes possible the transfer from one 
standard to another. 

In addition, the new camera has 
a 4% inch image-Orthicon tube, 
larger and brighter than the 3-inch 
image-Orthicon which has been used 
in the United States. A demonstration 
comparing the English-made camera 
with a standard American brand 
showed impressive improvement in 
picture quality. 

The camera is produced by Mar- 
coni Wireless Telegraph Co., and is 
to be sold through Ampex in this 
country. Prices, Ampex officials de- 
clare, are about 10 per cent lower 
than those on similar equipment now 
on the American market. In addition, 
the new camera offers an automatic 
focus alignment with only two knobs, 
has special remote-control features, 
including an automatic iris that oper- 
ates all lenses on the turret simul- 
taneously, and an improved view- 
finder. Simple basic circuitry and a 
smaller number of tubes make the 
camera easy to disassemble or serv- 
ice. It is less bulky than similar 
cameras now on the market. 

As sole distributor of the camera 
in this country, Ampex has estab- 
lished spare-parts depots and serv- 
icing headquarters in cities through- 
out the country. 


Early Morning Viewing 


The owned-and-operated stations 
of CBS Television Stations Division 
have embarked on a long-range pro- 
gramming experiment in an attempt 
to increase early-morning 
habits. Each of the stations—WwcBs-TV 
New York, KNxT Los Angeles, WBBM- 
tv Chicago, wcau-Tv Philadelphia 
and KMOx-Tv St. Louis—is working 
with a different test format in the 


viewing 


7-8 a.m. time period during the week. 

wces-Tv, for instance, is telecast- 
ing a rotating news show, while 
WCAU-TV is programming 
comedy shows. KMOX-TV, on the other 
hand, has instituted a live talk show. 


filmed 
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News takes no holidays. Neither does NEWSFILM. Seven days a week, twenty-four hours 
a day— whenever, wherever the big stories break — NEWSFILM is on the job to capture 
the news on film and speed the results to subscribing stations. 

NEWSFILM, a product of award-winning CBS News, is the only full-time, seven-day 
news service in all television. NEWSFILM's staff of camera correspondents, reporters, 
editors, laboratory technicians and couriers (the largest, most skilled news-gathering 
operation in the world) works around the globe, around the clock to bring to NEWSFILM. 


iA 


SUNDAY _ 





Bi 


subscribers 12 minutes of news a day, every day... with no weekend break in delivery. 
Tota/-week coverage is just one of many NEWSFILM exclusives. And one of many 
reasons why NEWSFILM (available to all stations) is now serving broadcasters in more 
than 80 United States markets, as well as in 2/ foreign countries throughout the world. 
For a rundown of what NEWSFILM can do for your station’s news coverage, call us. 


“the best film proge for ail stations.”’ Offices in New York, Chicago, Los Angeles, 
Detroit, Boston, San F isco, St. Louis, Dallas, Atlanta. Canada: S. W. Caldwell, Ltd. CBS F. || LM. Ss >) 















WHAT’S IN A NUMBER? By itself, a number may not have much meaning. But 


get a batch of them down on paper, and they begin to add up. The latest available ARB share. 
of-audience figures for MEDIC and IT’S A GREAT LIFE, for instance. They just go to show that, 
stripped or once-a-week, these Victory Program Sales properties can really do a job for you, 
wherever you are. Want another good number? Try Circle 7-8300 in New York. That’s VPS. 


la IT’S A GREAT LIFE 
bow “y 
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DETROIT (4TH RUN) WJBK-TY 7:00 PM, FRI.* 





HONOLULU (2ND RUN) KONA-TY 7:30 PM, SUN. 


OMAHA (2ND RUN) KETY 4:00 PM, SUN.* 





= (4TH RUN) WRCY-TV 1:00 PM, WED. 
PHILADELPHIA (STH RUN) WFIL-TV 10:30 AM, MON.-FRI.* 0 3 6 | PITTSBURGH (3RD RUN) KOKA-TV 9:30 AM, MON.-FRI. 
0 0 
SAM FRANCISCO (47H RUN) KRON-TV 7:30 PM, TUES. 4 h 0 0 SPOKANE (4TH RUN) KXLY-TY 12 NOON, MON, WED.* 
0 yi 
TUCSON (2ND RUN) KVOA-TY 9:00 PM, THURS.* 4 3 0 4 G 0 WASHINGTON, D.C. (4TH RUN) WRC-TY 1:00 PM, MON.-FRI.* 


WICHITA (4TH RUN) KARD-TY 10:15 PM, TUES.* Q! 0 61 4 WICHITA FALLS (STH RUN) KSYD-TY 4:00 PM, MON.-FRI.* 


*Top rating and share in time period. 


VICTORY PROGRAM SALES 


a division of CALIFORNIA NATIONAL PRODUCTIONS, INC. 
Canadian Representative: Fremantie of Canada, Ltd. 
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More than statistics 
arn mete sib Take Series Lead 
= Herala <aiies Tribune == 
Heol Satetlite ay Orbit 
‘ Moun Fudas. Take First 
4 ventes of _ sat 
Se 
Tv has advertisers—as well as data—to show superiority over newspapers 
- May when Lestoil sent a tremor through A variety of discounts represents an aspect of 
the advertising world by moving from tele- flexibility from an advertiser’s viewpoint. Most 
vision to newspapers in a single market, the users of any medium agree that flexibility is an 
liquid cleaner’s founder, Jacob L. Barowsky, asset; and even the staunchest advocate of video 
noted in passing that papers should emulate tv will acknowledge print’s right to any legitimate 
in giving frequency, as well as volume, discounts. asset. Those same advocates might rejoice to ob- 
Ty 










Within recent weeks a number of newspapers 
announced various plans by which advertisers 
buying regular schedules over set periods of 
time may obtain additional discounts. If the pol- 
icy is adopted by newspapers in general, it will 
mark the latest effort on the print media’s part 
to convince advertisers their money would be 
better spent on paper than on the airwaves. 


serve the “rival” medium taking realistic steps 
to improve its position, rather than engaging in 
another round of head-counting and circulation 
claims. 

For it has been true that as tv circulation in- 
creased to a point where a program sponsor 
could easily speak of reaching 10 and 20 million 
homes, so newspapers began to place emphasis 












on widespread circulation, secondary 
readership, etc. The idea became one 
of “proving” that newspapers reached 
as many potential customers as did 
television. 

For instance, last spring a joint 
study presented to automotive adver- 
tisers by the seven New York dailies 
showed that the combined circulation 
of the papers was greater than a tv 
audience figure derived by taking the 
average rating of the top 25 shows. 
What such a figure “proves” is some- 
what meaningless. Newspaper circu- 
lation means only that a newspaper is 
in the hands or home of a prospective 
reader. Similarly, tv circulation 
means that a set is available to a pros- 
pective viewer. Whether or not the 
reader reads his paper or the viewer 
watches his set is something else again. 
Nevertheless, newspaper circulation 
vs. tv-set circulation can be a valid 
comparison 

Television ratings, however, afford 
a measurement of the number of per- 
sons watching a particular program 
(and thus most likely to see particu- 
lar advertising messages). To take a 
single rating or an average of numer- 
ous ratings, and to compare these with 
circulation figures, will produce noth- 
ing but confusion. 


Proper comparisons are possible, 
but are not simply and quickly drawn 
between the two media. By way of 
example, in the New York-market 
case outlined above, it must be con- 
sidered that the size, position and kind 
of newspaper ad run by a manufac- 
turer greatly influences the number 
of people who will see it—even if it 
runs in all seven New York papers 
on a single day. Similarly, it must be 
noted that few television advertisers 
base a campaign upon a single broad- 
cast: a typical network advertiser who 
reaches only 20 per cent of the New 
York market each week sees his audi- 
ence build to 40-50 per cent in a 
month and to 60-70 per cent or more 
in three months. 


Ths cumulative-audience effect, in 
which a program advertiser reaches 
an ever-widening circle of viewers 
over a period of time, is one that has 
been well researched by agency media 
personnel. Because of a variety of fac- 
tors, tv audiences change repeatedly 
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during the course of time. On the 
other hand, newspaper readers tend to 
show a strong loyalty toward one or 
two papers. An advertiser who places 
an ad in the New York Times 13 
weeks running will reach few readers 
of the Daily News. 

The variety of data on television’s 
audience has been one of the me- 
dium’s primary sales tools and, con- 


versely, the lack of information on 
newspaper readership has worked 
against print. On the bare nationwide 
circulation figures, both media seem 
relatively equal. 

Take such figures as these, for in- 
stance. During the first six months of 
this year, total daily newspaper cir- 
culation reached 58,604,942 copies. 
A survey by Market Research Corp. 


























1. 20-Market Comparison 
Newspaper Vs. Television Circulation 
(All Figures in Thousands) 
Ali Newspapers Combined One Tv Station Per Market 
Morning Evening Nightly Weekly 
(000) (000) (000) (000) 

Atlanta 205 268 328 461 
Boston 801 597 1,047 1,375 
Chicago 1,482 591 1,426 2,005 
Cincinnati 208 331 394 580 
Cleveland 303 473 822 1,088 
Des Moines 222 132 188 240 
Detroit 462 899 1,012 1,416 
Houston 218 321 287 429 
Indianapolis 208 261 413 602 
Kansas City 337 344. 389 536 
Los Angeles 865 715 1,526 2,272 
Miami 329 173 302 350 
Minneapolis- 

St. Paul 328 425 475 668 
New York 3,922 1,569 3,601 4,499 
Philadelphia 698 969 1,360 1,728 
Portland (Ore.) 243 191 310 388 
Salt Lake City 100 85 165 211 
Sacramento 46 150 229 286 
Tampa-St. Pete. 261 89 220 254 
Washington 397 45 447 663 

TOTAL =_:111,635 9,028 14,940 20,051 
Source: Television—Nielsen NCS #3 Spring 1958 

Newspapers—ABC data up to November 1958 | 
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revealed that “88 per cent of all U. S. 
families had a newspaper in their 
homes yesterday.” 

Matching them, television claims 
44.5 million homes with at least one 
tv set each, including several million 
multi-set homes, making for better 
than 86 per cent coverage of all U. S. 
homes. 

A study conducted by Sindlinger 
& Co. early this year showed that over 
100 million people, teen-age and 
older, “read” a newspaper on an aver- 
age day. The number of persons over 
four years of age watching tv on an 
average day, according to TvB, is 
about 130 million. While neither me- 
dium appears to have a clear-cut ad- 
vantage, the Sindlinger survey re- 
vealed that the average person spends 
five times as much of his leisure time 
with tv as he does with newspapers. 


How People Spend Time* 
(Weekly activity, all persons over 12) 


Tebowiaiee..:. scacews 58% 
Bethe. ankansterrs 25% 
Newspapers ........... 10% 
Magazines ........... 5% 
Attend Movies ........ 2% 


*Sindlinger, March 1959 

Returning to national coverage, the 
58.6 million newspaper copies are dis- 
tributed by some 1,736 individual 
publishing plants. Television’s 44.5 
million homes are covered by only 
about 520 stations. Network adver- 
tisers have found that by purchasing 
roughly one-third of the stations they 
can cover the great majority of tv 
homes. Blanketing the country by 
newspaper coverage is not quite as 
simple. 

The question of newspaper vs. 
video coverage was illustrated in a 
presentation by a newspaper repre- 
sentative, as published in a print 
trade periodical. Working with the 
premise that $165,000 will put a full- 
page newspaper ad in 25 million 
homes, about half the total of U. S. 
homes, the representative proposed to 
show what the papers could do if they 
had received the $25 million Kraft 
Foods reportedly is paying Perry 
Como for two years of television. The 
yearly newspaper campaign, figured 
the researchers, would include two 
four-color ads of 1,000 lines and a 
full-page each and two black-and- 







white ads of the same size each week 
for 26 weeks. Total space cost per 
year: $12.5 million. “The scope of 
such a campaign is breathtaking,” 
commented a spokesman for the com- 
pany. 

“The total advertising impressions 
would be two billion, 875 million,” 
he continued. “Enough so that a satel- 
lite headed for the sun could drop a 
Kraft advertisement of 1,000 lines or 
full page every 50 yards and still have 
millions left over on reaching its des- 
tination.” (Number of ads, 115; dis- 
tance to sun, 93 million miles—? ) 

Again, as in the case of the auto- 
motive study noted earlier, the sheer 
weight of numbers is impressive—but 
they do not take into consideration 
such factors as the advertiser’s 10- 
year success with tv advertising, the 
excellent reputation built up among 
housewives by its interesting “rec- 
ipe” commercials, the influence of 
a personality like Como in selling a 
sponsor's product, the merchandising 





that 23 of the 100 spent over $10 mil- 
lion in tv, while only five spent that 
amount in newspapers and that three 
advertisers used virtually nothing but 
tv while only two companies (exclud- 
ing several liquor firms which cannot 
use the medium) advertised without 
tv. (Both have current tv plans.) 
Reaching a huge national audience 
is possible through television adver- 
tising with a single program. In ad- 
dition, when an advertiser has other 
factors working favorably for him, he 
sees the medium at a peak of effi- 
cency unsurpassed by any other. A 
case in point: the Hoover Co. 
Hoover recently had a new product 
ready for introduction to the public. 
It was decided to show the first elec- 
tric floor washer on nighttime televi- 
sion, marking the company’s initial 
use of prime time. Arthur Godfrey 
was selected as the salesman, and his 
“comeback” program on the CBS-TV 
network carried the message. 
Certainly the cost to the advertiser 





2. 20-Market Comparison 
Average Unduplicated Penetration 
(All newspapers and tv stations) 





Number of papers 





Morning 29 40% 

Evening 34 38% 

Sunday 39 49% 
Ea ee etl 


%o of Metro Area Reached 


Daily 
Nightly (after 6 pm) 57% 
Weekly (day or night) 87% 


Tv stations (73) 
(before 6 pm) 40% 








values attached to a “name,” etc. Un- 
doubtedly the Como program repre- 
sents a high point among tv shows 
from a viewpoint of exposure alone, 
but video advertisers have learned to 
expect other things from the medium 
as well. 

So well does tv deliver to its fullest 
potential, 65 of the top 100 adver- 
tisers considered it as their basic me- 
dium last year. Data compiled from 
a number of reliable sources show that 
the 100 advertisers increased their tv 
budgets $89.8 million while cutting 
back $41.4 million in newspapers, 


was considerable. But this is what 
Hoover got: an overnight Trendex 
rating of 27, indications that 56.5 per 
cent of all sets in the markets sur- 
veyed were in use and that 47.5 per 
cent of those watching tv were tuned 
to the Godfrey program. As impor- 
tant, however, was the handling of the 
single Hoover commercial _ itself. 
Without a noticeable break in the en- 
tertainment, Godfrey introduced the 
viewers to a “new” product that was 
really new. He demonstrated the un- 
usual-looking device easily, with the 
cameras coming in close as he showed 
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the floor-washing action, the drying 
action, how simply the machine fills 
with water and cleaner. And, after the 
demonstration, the show continued so 
effortlessly that the commercial had 
become part of the program. Few 
viewers could have been nudged to- 
ward the kitchen or toward dial- 
switching during the 
“break.” 

Not every advertiser, admittedly, 
has a new product, nor does he have 
one that cries out for in-person dem- 
onstration such as the Hoover ma- 
chine. But the increasing budgets 
placed in tv by makers of cigarettes, 
cosmetics, cereals, gasoline, drugs, 
etc., indicate the ability of the me- 
dium to sell just about anything on 
a national basis. 


commercial 


As papers have emulated broadcast 
of late in setting up volume and fre- 
quency discounts, so have attempts 
been made by individual papers in 
scattered markets to set up “net- 
works” which would enable adver- 
tisers to place widespread campaigns 
in one operation. However, many 
papers appear far less concerned with 
how they fare in relationship with 
other papers than with their own busi- 
ness. For this reason they often con- 
cede tv’s superiority as a national 
force—as the expenditures of the top 
100 advertisers would seem to war- 
rant—and concentrate on selling their 
newspapers as a local medium. 

While it would seem that a national 
campaign is only as good as the sum 
of its local components, and that the 


recognition of tv as a national leader . 


would automatically mean recogni- 
tion of it as a local leader, most news- 
papers continue to boast of circula- 
tion figures which “indicate” their 
superiority on a local level. 

In actuality, an analysis of news- 
paper vs. tv audiences in 20 major 
markets, as prepared by a top agen- 
cy’s research department, found that 
in each market it took only one tv 
station to surpass the combined morn- 
ing or evening circulation of all news- 
papers (figure 1). 

The study also showed the weakness 
of individual newspapers in effective 
penetration of a market’s metropoli- 
tan area. Averaging Audit Bureau of 
Circulation data for newspapers and 
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3. 20-Market Comparison 


Unduplicated Homes Reached 





Total combined 


circulation 


Ad readership 
if 10% of cire. 
if 20% of circ. 
if 30% of cire. 
% readership 


needed to equal tv 


** Based on avg: nighttime ratings 





All newspapers combined* 
Morning 


11,635,000 


1,164,000 
2,328,000 
3,492,000 


37% 


*Continuing study of newspaper readership 


One tv spot 
per market** 


Evening 


9,028,000 4,250,000 


903,000 
1,806,000 
2,709,000 


47% 








A. C. Nielsen figures for tv, the agency 
noted that the average newspaper 
reaches 40-45 per cent of its market, 
compared to 85-95 per cent for the 
average tv station (figure 2). 

In many of the markets surveyed, 
only one newspaper is active, while at 
least three tv stations operate in each. 
Independent stations were included in 
the totals. 

Still, the newspapers may argue, 
video circulation in many of the mar- 
kets is close enough to newspaper cir- 
culation that one medium should not 
be favored over another on that basis 
alone. And the agency study replies 
with the statement, “An advertiser 
who buys only one prime-evening tv 
announcement per market will reach 
4,250,000 homes. It would take a 37- 
47-per-cent newspaper-ad readership 
of all newspapers in the 20 markets 
to equal tv’s one-spot audience.” 

The figure of better than four mil- 
lion homes “reached” by a single spot 
announcement was based on average 
nighttime ratings in the 20 markets. 
In simple terms, the agency means 
that many homes would receive the 
commercial by way of both sight and 
sound. An important point to remem- 
ber is that the figure is derived not 
merely by counting the number of 
sets in the markets which are capable 
of carrying the message, but through 
data gathered from interviews, tele- 
phone checks, diaries, audimeters, 


etc., which indicate the sets are ac- 
tually on and watched by viewers. 

Again, conversely, newspapers in 
general have only circulation figures 
to support their claims. As figure 3 
indicates, exact rating data compar- 
ing ad readership with circulation is 
non-existent for nearly all newspapers 
in the 20 markets. While a 37-per- 
cent readership for morning papers 
and a 47-per-cent readership for the 
evening papers is deemed necessary 
to match the video audience, a typical 
newspaper ad, claims the agency re- 
search department, does well to be 
read by 10 per cent of a paper’s total 
circulation. 

In smaller markets television has 
an even greater advantage in that 
fewer stations compete for the audi- 
ence. In markets where only one or 
two stations operate, average ratings 
normally run between 40.0-60.0 at 
night and 15.0-25.0 during the day. 
As it’s doubtful that research would 
indicate significant differences in ad 
readership in one-, two- or multi-pa- 
per markets (as most persons buy 
only one paper anyway), it would 
take astronomical readership in one- 
or two-station areas to match video's 
reach and saturation potential on the 
local level. 

In reply to those who denounce the 
various rating systems as proving lit 
tle except that “the set may be on, but 
does that mean anybody is watch- 
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ing?,” the Television Bureau of Ad 
vertising recently released informa- 
tion on newspapers’ little-used rating 
service conducted by Daniel Starch 
and staff. 

Of some 1,700 daily papers, reports 
TvB, only seven papers in four cities 
subscribed to the Starch rating serv- 
ice this year. During 1958 a total of 
only 41 newspaper issues were rated 
by the organization. A typical issue, 
the 44-page Boston Traveler, showed 
the wide variances possible in news- 
paper ad readership. 

Under the Starch system, inter- 
viewers ask respondents if they recall 
seeing ads pointed out to them in a 
newspaper and list any such ads 
identified as “noted.” Ads in which 
50 per cent or more of the reading 
matter has been read are classified as 
“read most.” The ideal score in either 
category would be 100 per cent, rep- 
resenting the total circulation of the 
paper. 


In the case of the Boston Traveler, 
Sept. 4, 1958, 58.2 per cent of the 
respondents (sample of 150 men, 150 
women) “observed” the average 
page. The average of the highest- 
noted ads was 30.0 per cent, while the 
average read-most rating of these ads 
was 15.8 per cent. 

TvB points out that page one of 
the Traveler was the only page ob- 
served by all respondents (for a 100- 
per cent observation rating). A two- 
color ad running across the bottom of 
the page, eight columns wide by near- 
ly five inches deep, was noted by only 
35 per cent of the readers. The high- 
est-noted ad, a 1,400-line department- 
store-sale message, was noted on page 
two by less than half the total readers. 
An automobile ad of about the same 
size ranked among the lowest-noted 
(20 per cent) ads in the paper, al- 
though it had no competition on its 
page—a sports page observed by near- 
ly half the readers. 


It seems small wonder that with 
such unimpressive results more news- 
papers do not avail themselves of the 
Starch service, but rely on circulation 
figures as their primary selling tool. 

But, as shown previously, tv cir- 
culation in major markets easily out- 
distances newspaper circulation. For 
instance, the New York market finds 
seven newspapers vying for the total 
audience with seven television sta- 
tions. Within a week’s time the tv sta- 
tion with the lowest average-audience 
figure for nightly viewing reaches far 
more people than any of six of the 
seven papers (figure 4). Each of the 
other tv stations notes a total-weekly- 
homes-reached figure greater than the 
circulation of any of the seven papers. 
(Again, a cumulative effect is ob- 
tained with tv that is not possible 
with newspapers. Circulation of the 
Daily News, Times, Post or any paper 
remains fairly constant from day to 


(Continued on page 54) 





4. New York Newspaper Vs. 


Circulation—1958 


Tv 





Newspapers 
Daily News (am) 
Mirror (am) 
Times (am) 


Journal-American (pm) 


Post (pm) 


Herald-Tribune (am) 


W orld-Telegram & Sun (pm) 


Circulation Stations . a ie — # 
2,214,000 WCBS-TV 981,000 4,499,000 
935,000 WRCA-TV 831,000 4,427,000 
671,000 WABC-TV 375,000 3,621,000 
644,000 WPIX 206,000 2,411,000 
523,000 WNEW-TV 195,000 2,999,000 
402,000 WOR-TV 135,000 2,479,000 
390,000 WNTA-TV 22,000 1,367,000 











Sources: Tv—NCS #3, NSI Jan-Feb 1958. Newspapers—ABC data as printed in Wilmotte Research Reports 
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Speeding the news 


Many stations find 
‘stringers’ best answer to 


fast film coverage 


Bill Ryan, NBC newscaster, addresses a news session at WRCA-TV 


t's no longer news that news is no 

longer an electronic stepchild, 
Anyone in television who does not 
realize how far video journalism on 
the local level has traveled from the 
days of its former reliance on net 
work news shows or on an announcer 
apathetically parroting a slew of 
press-association wires has been liy. 
ing in a not-so-rose-colored vacuum 
for too long indeed. 

As more than one tv station man 
agement has voiced it, nothing a 
broadcaster does is more important 
than responsible coverage of the 
news. The proper presentation of 
news on the air is unanimously 
deemed by stations across the nation 
as an essential part of their service 
and as a fundamental obligation to 
their communities. 
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One of the most recent restate- 
ments of the paramount importance 
of good news programming comes 
from George Stevens, vice president 
and general manager of KOTV, the 
Corinthian station in Tulsa: “That 
tv is not limited to entertainment is, 
of course, the accepted view of most 
broadcasters, and we accept as basic 
the obligation to inform, counsel and 
stimulate the thinking of our viewers. 

“This alone is enough reason to 
justify serious effort on the part of 
a station to create an outstanding 
news operation. There are, in addi- 
tion, other considerations which bear 
directly on the station’s standing in 
its community and on its future as a 
business enterprise. 

“A fine news department which 


reports fairly and accurately earns 


the respect of the viewer. This, in 
turn, affects the viewer’s attitude to- 
ward the entire station operation, 
including its entertainment programs 
and even the believability of its 
commercials. Such respect benefits 
not only the station itself but its 
competitors in the market and the 
television industry in general, as 
well. 

“No station can afford to be smug 
and complacent simply because it 
enjoys leadership in its market. En- 


tertainment programs come and go,- 


and the national rating picture is 
beyond the station’s control. News, 
in the broad sense, is the one im- 
portant area in which a station can 
build something of its own, that it 
controls, which can be a strong and 
stable feature of its programming.” 


For the past four years TELEVISION 
AGE has delved, via annual surveys 
of video news programming, into the 
reasons that have brought this facet 
of the broadcast day to its present 
maturity. Previous studies by this 
magazine have dealt with the in- 
creasing number of news shows regu- 
larly scheduled by local stations, 
with the length and format of these 
programs and the aggregate number 
of hours they fill weekly, with the 
size and structure of station news 
staffs and the type and amount of 
equipment used by them, with ad- 
vertiser response to and success with 
local news segments and, in last 
year’s survey, with the controversial 
subject of editorializing by television 
stations. 

These studies have revealed that, 


On-the-spot coverage of forest fire by WWLP 


Film news clips at WEHT 


Awards for wNct’s chief news photographer 





although the wire services and net- 
work news shows are still used by 
the average local station to bolster 
its daily programming, the 
emphasis now is heavily on live and 
filmed local happenings. The average 


news 


station has learned how to strike a 
balance in its newscasts between na- 
tional and world events and local 
and regional 
latter and presenting the whole in an 


news, accenting the 


effective combination of writing, 
editing, reporting and still and film 
photography. 

With more and more stress being 
placed by stations on local and re- 
gional happenings, it was inevitable 
that station news departments would 
have to build their own individual 
networks of correspondents, or 
“stringers,” to supply them with 


news coverage in areas not always 


KMTV uses planes and helicopters 


~ Mew arrmoach 
<4 


. €yewitness 





readily or quickly accessible to their 
own staffers. It is with this aspect of 
local tv news operations that this 
fifth annual TV AGE news survey is 
concerned, with stations queried on 
their use of correspondents or 
stringers, the number of such 
stringers each station employs, the 
rate of payment for film stories, stills 
and stories without pictures, whether 
trouble is experienced in finding 
capable men in the field and if so, 
how the station goes about getting 
them. 

The 188 stations which told the 
story of this phase of their news 
operations to this magazine this year 
produce a weekly total of 3,232 news 
shows of varying length, making for 
an average of about 17 programs per 
station over a seven-day period. In 
terms of time, these shows cover an 
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Out in the field for spot news for wcia 


aggregate 786 hours Monday through 
Sunday, for an individual station 
average of four hours and 18 minutes 
per week, all of them local origina. 
tions. 

One hundred and forty-three of 
the 188 respondents—76.1 per cent 
—use the stringer system to cover 
themselves newswise in areas out- 
side of their immediate bailiwicks. 
Only 45 stations replied in the nega. 
tive, making for 23.9 per cent of the 
total—a significant difference which 
would seem to indicate a substantial 
belief by most stations in the value 
of maintaining outlying coverage by 
correspondents. 

Among the many stringer-using 
stations the rate of payment for such 
services is as widely divergent as the 
financial 


size, position and news 


needs of the stations themselves, 
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There is also a decided lack of agree- 
ment as to the ease or difficulty of 
finding good correspondents, with 
some stations reporting no trouble at 
all in digging them up, and others 
bemoaning the dearth of capable re- 
porter-photographers in the field. 

Following. in alphabetical order 
by city, are the various ways ir 
which news directors at the stations 
participating in this study handl- 
and feel about this increasingly im- 
portant aspect of their news-gather- 
ing operations. 

Leo Willette, news director of 
wLos-Tv Asheville, N. C., “Our 


stringers get anywhere from $5 to 


says: 


$50 on a filmed story—depending 
upon importance of story, speed in 
forwarding it to us, pictorial impact, 
use of approved motion-picture edi- 

(Continued on page 77) 


News Coverage 


Although all commercial television 


stations in the United States regularly 


schedule news programs, the follow- 
ing list includes only those on which 
information has been made available 
as to news director’s name, number 
of news programs telecast weekly, 
total number of hours per week per 
station covered by these programs 
and number of stringers and/or cor- 
respondents used by each station. 


Alabama: 
BIRMINGHAM: 


7: Jim Atkins; 28 


pgems. ; 


, 45 mins.; 30. 


(Continued on page 77) 


KFDA-TV news is jet-propelled 


Newscaster Peter Grant handles two newscasts daily on WLW-T, has been with Crosley for 27 years 
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A month by the ocean 


BY HARRY BANNISTER 


hile I held a light for her ciga- 
rette, La Magnifique said, “You 
look tired. I need a vacation.” 

I wasn’t tired, and as far as I 
knew, my circles and pouches were 
no bigger than they were a month 
ago, but once the rosebud lips had 
formed the words “you look tired,” I 
could feel the fatigue serum insinuat- 
ing itself into my blood as I stag- 
gered to the nearest chair. 

That’s how the odyssey started. Fol- 
lowed weeks of casing all environs of 
New York City, from the coast of 


Harry Bannister, NBC's vice pres- 
ident in charge of station relations, is 
a man of diverse abilities. Famed for 
a lightning-quick mind, his sometimes 
low boiling point is nicely balanced by 
a bluff but warm good fellowship and 
a keen humor. As general manager of 
wwJ-tv Detroit he led the industry 
in battling, and usually solving, many 
an early-day problem. Recognizing his 
stature, NBC persuaded him to take 
over the sensitive area of station 
relations in April 1952—a post he 
fills with distinction. 

Writing for Harry Bannister is not 
only a first love but a good right hand. 
Over the years his well-turned letters, 
memos and articles have argued many 
causes, won a hundred skirmishes and 
a thousand friends. His famous 
exchange over a missing pair of blan- 
kets with the Palmer House in Chicago 
(Tv AGE, Sept. 1953) is a classic. The 
following musings about his vacation 
at the shore will tickle the fancy of all 


who know him. 
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Maine to the minky miasma of Mi- 
ami. I got a Rand-McNally, calipers, 
dividers and a ruler. Like a Despatch- 
ing Officer sending out planes to hunt 
enemy formations, I vectored and 
gradually reduced the search area to 
that portion of New York City bound- 
ed on the north by Cape Cod, on the 
south by Atlantic City, on the east by 
what’s over the lost continent of At- 
lantis and on the west by half-a-mile- 


In the 


robes and bedrooms. 
kitchen, after tottering to the 
icebox she can just manage 


one more breath to holler— 
“Hey, come here.” 

Also, we sought a house on one 
level with a straightaway track so 
Demzey could chase Mitu and Mitu 
could pretend he gets caught. Dem- 
zey is a miniature female Dachshund, 
six years old, slightly longer than a 





. | could feel the fatigue serum insinuating itself . . . 


from-the-ocean. 

We settled on minimal require- 

ments. These were: 

(a) Isolation. We hate people. 

(b) Sunshine. 
Me, I hate sunshine even more 
than I hate people. 

(c) A minimum of travel. I hate 
travel even more than I hate 
sunshine, which I hate more 
than I hate people. 

(d) Proximity to good restaurants. 
La Magnifique looks terrific 
in ballrooms, bars, buffalo- 


For her—not me. 









New York Times headline on an 
eventful day, with practically no un- 
derneath clearance, the patience of 
Job and a disposition like a used-car 
salesman. Mitu is a year-old Siamese 
cat who loves Demzey more than he 
loves food, and food only slightly 
more than he loves La Magnifique. 
In working hours he chases cello- 
phane balls, unrolls toilet paper, pulls 
blankets off beds and bites Demzey’s 
tail. Beyond that, there’s nothing 
and never will be. But he doesn’t 
know, so he doesn’t care. 
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We settled on the south shore of 
Long Island, just beyond Southamp- 
ton, directly across the way from 
Spain, on a narrow spit which juts 
out into the spray and mist of the 
North Atlantic, where the incessant 
surf runs through the tones from a 
soft falsetto swoosh to buzz saw bass. 

We got the works. Sand in the 
beds, ticks on the dogs, bugs in the 
food, damp in the clothes, strange 
voices on the party line, sea gulls on 
the roof, rain under the door. 

And such adventures. Like with the 
haircut and manicure. I’m not what 
you call shaggy-headed. In fact, my 
hairs about equal the number of 
those in Philadelphia who constitute 
the sampling for a Gallup Poll or a 
Trendex. 

But if I’m not hirsute, I am me- 
ticulous. 
every Friday I drape myself in my 
favorite chair where Silent Dan shears 
me, Lovely Lulu clips my claws and 
Jo-Jo shines me. This is ritual, like 
voting Republican or toting a bottle 
into dry territory. 

So on the first Friday, I hunted 
for a barbershop with a manicurist. 
Ha-ha, and HA-HA-HA. In ritzy, so- 
cial minded Southampton, the de- 
scendants of pre-Colonials either de- 
velop prehensile talons or else they 
bite them off. Only the distaff side 
gets “em done professionally, and 
that’s where I wound up. In a Beauty 
Shop. 

A month earlier anyone could have 
made a small fortune by offering to 
bet me that my next manicure would 


Come rain, come shine, 


be in a Beauty Shop. Yet, here I was. 

When I went from Beauty Shop to 
Barber down the street I found a one- 
chair job with a nasal native gab- 
bing, six guys waiting, and by quick 
calculation I could see I would be in 
for the duration, so I left. Next day, 
ditto. Then Sunday, and on Monday 
I cagily tried to beat the rap by a pre- 
dawn appearance at 9:30 only to find 
that Monday was a Southampton sab- 
bath to tonsors. Tuesday, I over- 
slept and Wednesday it rained pitch- 
forks, so it was 8:05 a.m. Thursday. 
when, parting my matted locks be- 
hind a lead-dog, I managed to get the 
most arduously sought clipping of my 
life. Now my normally brachyce- 
phalic cranium has been made into 
a square—a Southampton square, by 
God! 

Then, for a weekend came two of 
my favorite people. Paul and Betty 
are intellectuals who are fervently de- 
termined to remain so. They play no 
games, indulge in nothing that re- 
sembles light entertainment and spe- 
cialize in high-level conversation with 
Freudian overtones. I relished the 
prospect because after a fortnight of 
sand and clams I was in the mood 
for mental stimuli. But, no dice. 

It was my misfortune that when 
they arrived, they were on a binge— 
a reducing binge. They brought 
along a brand new book written by 
an overweight dame who tells how 
to eat and grow thin, with prescribed 
exercises, and for 48 hours the talk 
was all about calories, proteins, sug- 
ars, inhale-exhale and all that jazz. 
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.. . that’s where I wound up. In a Beauty Shop . . . 









I'm always fascinated by individ- 
ual approaches to weight control, be- 
cause for 25 years I’ve hovered be- 
tween overweight and much over- 
weight. In that time, I've encoun- 
tered all the reducing regimes, the 
Mayo diet, skim milk and bananas, 
high protein, buttermilk and bacon, 
cottage cheese, gelatin and tomato 
juice, etc., including total starvation 
for periods of as long as 48 hours. 
In all, I figure that I’ve taken off more 
than 2,000 pounds, yet currently I’m 





. . » four hot dogs for breakfast . . . 


40 pounds overweight. So, my lovely 
guests were playing to an apprecia- 
tive audience. 

But, although I thought I knew all 
the answers to weight reduction, I 
found that Paul had a brand new ap- 
proach. He reads aloud from his diet 
book with gestures and emphasis, 
meanwhile grabbing up double hand- 
fuls of salted peanuts, potato chips, 
chocolates, cold hamburgers, cookies, 
tootsie rolls and anything else edible. 
I’m supposed to be pretty good at 
this, but his feats of non-stop masti- 
cation left me awed and humble. 

He eats with verve and elan not 
unmixed with passion. I'd plunk him 
down in a comfy chair determined to 
revive the lost art of conversation 
and casually remark, “Berlin is a 
helluva mess,” and just then a tray of 
hors d’oeuvres would appear. Paul’s 
nostrils would quiver and in his eyes 
would come a gleam like patriotism 
or religion, as he grabbed another 
snack and directly his answer would 
be “gghlm, gghupp, mghh. Two hun- 


(Continued on page 42) 
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Seven of every 10 (68 per cent) of panelists 


reported the agency creative department wields 


“much influence” in setting commercial lengths. 


In contrast, only 38 per cent indicated 


that the client exerts “much influence” 


on the length of spot tv commercials, 


According to seven of every 10 panelists, the 


timebuyer is “‘always or frequently” consulted 


before the final decision on commercial length. 


In the under-$5-million agency category, 


more than twice the number of respondents rely 


on the 10-second ID most heavily in “‘saturation” 


campaigns as use the one-minute announcement. 


Eight of every 10 panelists have recommended 
ID campaigns in the past, and the remaining two of 10 


would do so under appropriate circumstances. 


Commercial 
length 


Time buyers say that 
creative people 
rather than advertisers, 


usually decide 


ow long should a commercial be? 
Who influences this length? 
What is the frequency of use of vari- 
ous commercial lengths? Answers to 
these and other questions were sup- 
plied by NBC Spot Sales this week 
with the release of results of its fifth 
Timebuyer Opinion Panel Report. 

Some of the answers to the survey 
were literary in nature. To the ques- 
tion of length, one timebuyer quoted 
Abe Lincoln’s answer when asked how 
long a man’s legs should be (long 
enough to reach the ground), while 
another quoted Shakespeare (brevity 
is the soul of wit). 

By and large, members of the panel 
were in remarkable agreement on a 
number of controversial subjects. The 
questionnaire, which covered the gen- 
eral subject of spot tv commercial 
lengths, elicited answers from 249 
panelists working for 171 different ad- 
vertising agencies or offices, major as 
well as small ones in just about ev- 
ery section of the country. 

Perhaps the most significant fact 


unearthed by NBC Spot Sales in its 
poll of timebuyers relates to the ques- 
tion of who influences length of com- 
mercials. As can be expected, the crea- 
tive departments of the agencies wield 
the most influence, but it is surprising 
to find that the client in many cases 
has little to say about commercial 
length. 

Panelists’ replies indicate that al- 
though the client has a voice in deter- 
mining the length of a spot tv com- 
mercial, it is not heard as often as 
that of the agency’s creative man. Of 
the respondents, 68 per cent indicated 
that its creative department has 4 
strong influence in the determination 
of length, while only 38 per cent re 
ported similarly strong influence on 
the part of the client. 

Actually, less than one in 10 of 
the panel members reported that 
the creative unit had no influence in 
the determination of length. A break- 
down of large and small agencies 
(those billing over $5 million and 
those billing under that figure) shows 
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= The 30-second announcement has been used by 
two of every 10 panelists, and many more would 


use it under given conditions. 


In the over-$5-million agency group, 10 per cent 
of the panelists deem the 30-second a good buy at 


“more than the combined 10 and 20 rate”; 46 per cent 
consider it a good buy at the combined rate. 


® In reference to a high-price hard-goods product, 
seven of every 10 panelists believe that the one-minute 
commercials fosters ““much greater” recall at time of 


shopping than the 20-second; in reference to a low-price, 


high-turnover item, the number drops to two of every 10. 


in 93 per cent of the panelists believe that it 


is not a good practice to promote two products within 


a 30-second announcement; 71 per cent do not 


favor this practice within one-minute commercials. 


that the creative people are stronger 
at the major agencies than they are at 
the smaller ones. That is, 81 per cent 
of the timebuyers working at the 
larger agencies report a great deal of 
influence from the creative units, as 
compared to 60 per cent of the smaller 
agency panelists. 

Advertisers at the larger agencies 
seem to exert more influence on com- 
mercial length than their counterparts 
at smaller agencies. Of the respond- 
ents at the major agencies, 50 per cent 
report much client influence, while 
only 31 per cent of timebuyers at the 
smaller agencies report much adver- 
tiser influence. But the most potent 
factor in this area at large and small 
agency alike remains the creative 
man, the survey clearly indicates. 

But the timebuyer often plays a role 
in discussions of commercial length, 
and so NBC Spot Sales asked its 
panel members how often they are 
consulted about the availability of 
various lengths prior to a final deci- 
sion. The vast majority of respond- 


ents in both large and small agencies 
(seven out of every 10 panelists) re- 
port that the timebuyer is always or 
frequently consulted before a decision 
is made on commercial length. The 
other three out of 10 report they are 
sometimes consulted. 

A breakdown by large and small 
agency seeems to indicate that time- 
buyers at the major agencies are not 
consulted as frequently as their con- 
freres at the smaller agencies (68 per 
cent versus 73 per cent consulted al- 
ways or frequently). 

The issue of frequency of use of 
varying commercial lengths was then 
tackled by NBC Spot Sales. Panelists 
were asked how often they used the 
10-second, 20-second, 30-second and 
minute commercials. 

The minute commercial led the 
field. A total of 66 per cent of the re- 
spondents reported that they bought 
the 60-second commercial for “most” 
of their campaigns, and another 29 
per cent reported that they purchased 
minutes in “some” campaigns. Still 


another five per cent reported they 
bought minutes in “few” or “no” cam- 
paigns. 

This fondness for 60-second com- 
mercials is characteristic of both large 
and small agencies, and both of these 
groups also agree on the remaining 
commercial lengths. The next most 
frequently used length is the 20-sec- 
ond announcement, followed by the 
10-second and then by the 30-second 
commercial. 

There are, however, some slight 
variations in degree of popularity of 
lengths of commercials. Thus, at the 
larger agencies, responses show, 
minutes are used more frequently 
than they are at the smaller agencies 
(72 per cent versus 63 per cent). On 
the other hand, smaller agencies seem 
to use more 10-second messages than 
do larger agencies (23 per cent versus 
12 per cent). 

NBC Spot Sales then asked its pan- 
elists to state which unit of commer- 
cial leneth they use most heavily in 

(Continued on page 88) 
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Quality is the key 


Elektra puts ideas first 


as its list of clients 


continues 


r March 1956 CBS-TV gained 
widespread critical acclaim with 
the presentation, on a Sunday after- 
noon program called Adventure, of 
Hook, a half-hour, black-and-white 
film about the life of a hawk, based 
on a short story by Walter Van Til- 
burg Clark. 

Visually one of the most exciting 
things ever seen on television, the film 
was made from 200 pen-and-ink draw- 
ings of artist Hazard Durfee, and the 
effect of motion was created by vari- 
ous camera techniques. It will come 
as no surprise to those familiar with 





President Abe Liss 


the increasing creative vigor of the 
specialists who produce filmed com- 
mercials to learn that Hook was di- 
rected by Abe Liss of Elektra Produc- 
tions, Inc., a commercial production 
house specializing in animation. 

The success of Hook points up one 
of the first things that Mr. Liss, Elek- 
tra’s president and creative director, 
has to say about his company’s posi- 
tion in the industry. “Our future de- 
pends on the quality of our work,” 
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to grow 


says Mr. Liss. “And one of the things 
we do to maintain this quality is try 
to take advantage of talent not in the 
industry. We just finished a sales film 
for Jantzen using visual squeeze. The 
stills were done by the Richard Ave- 
don Studios. Another outside photog- 
rapher, Howard Zieff, was used on a 
Ford commercial. It’s false economy 
not to use special artists and photog- 
raphers if they have a unique quality 
that you want.” 

Solid evidence of the industry’s 
approval of the work that Elektra 
turns out hangs on the office walls. 
In 1958 the Art Directors’ Club gave 
two awards for animation; both of 
them are now part of Elektra’s office 
decor. As a matter of fact, Mr. Liss 
won the first Art Directors’ Gold 
Medal ever given for tv commercials 
when he was creative director of the 
UPA New York studios. He later 
served as vice president in charge of 
animation for Transfilm before set- 





ting up his own company with Sam 
Magdoff, who came from the produce. 
tion staff of the Phil Silvers CBS-TY 
show. Mr. Magdoff serves as sales and 
business manager of Elektra. 

“Not that we actually do any sell- 
ing, though,” says Mr. Magdoff. “I 
work out the budgets and what not, 
and if things slow down I may make 
a few phone calls, but we have no 
salesmen. We get 95 per cent of our 
jobs because 
work.” 


someone likes our 

“We usually get prestige films, jobs 
that require great originality and 
creativeness,” adds Mr. Liss. “We 
never get a picture because of a bid.” 

On the question of the bid system, 
Mr. Liss has strong negative feelings. 
“Tt all started,” he says, “back in the 
days when there were no creative 
groups in New York. It was assumed 
that everyone would do a bad job, so 
the fastest, cheapest bad job was de 
sirable. However, when the movie 


Sales and business manager Sam Magdoff 
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MEREDITH 
SYRACUSE 
TELEVISION CORP. 
GR. 4-851! 


101 COURT STREET, SYRACUSE 8. NEW YORK 


It's nobgoblin time again Upstate. — 


Spooks, sprites and sorcerers’ apprentices are 
roaming the countryside in the aark of the moon 
preparing for All Hallows Eve. 


Many of them are turning UP in TV set counts 
and some are even reported receiving signals 


from & satellite: 


Unless you are dealing in shrouds and ectoplasm 
you want to reach people not poltergeists: 


Learn where the live ones live from Elmira to 
Watertown and Rochester to Utica by playing 
trick oF treat with either Fred Menzies, our 


commercial manager» or calling Katz- 


The Katz staff is especially good at pobbing 
for apples- 


cordially, 


Nationally known. 
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Bannister (Continued from page 37) 


dred calories per bite.” So the West 
lost Berlin. 

Then came tragedy. Little Demzey 
the Dachshund had an epileptic his- 
tory. The veterinarian had decided 
that before attempting to control the 
disease with drugs, vitamins should 
be tried and every day Demzey got 
her pill. This seemed to work reason- 
ably well because no more than a few 
mild attacks occurred before she came 
to the ocean. 

Then it happened. One day she 
was gay and frisky. But next morn- 
ing something was wrong. We hustled 
her to the vet and he said she had 
contracted a virus. He gave her a 
shot and some medicine but late that 
night she suffered an epileptic seizure 
followed by two more before morn- 
ing. We got the vet out of bed and 
he said he would give her an injec- 
tion to stop the convulsions but it 
would be very dangerous, and it was. 
She died almost instantly. 

She weighed only twelve pounds 
but nothing warm ever carried more 
affection and gentleness and gracious- 
ness than this little dog. In the sec- 
tion of Doggie Heaven reserved for 
good Dachshunds, I know that Dem- 
zey sits in everlasting glory, with spe- 
cial Yummies all her own. 

The gallantry of La Magnifique in 
holding back the tears and fighting 
the grief of Demzey’s passing was 
something to remember. But in ad- 
dition to a woman problem I had a 
cat problem. Most of Mitu’s life re- 
volved around Demzey and, above all 
things, I didn’t want to get involved 
with feline psychiatrists. Action was 
indicated, so I hunted through the 
local paper looking for pet ads. 

Nothing about Dachshunds, but 
there was an item concerning Siamese 
kittens so I packed woman and cat in 
the car and we drove to an outlying 
farm where, sure enough, there was 
a fine litter of four Siamese kittens 
not quite two months old. The wom- 
an who ran the farm kept referring 
to one as “the runt of the litter” and 
while this was probably true physi- 
cally, the “runt” was the personality 
kid. I bought her for $20. 

Mitu had been waiting in the car 
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and when I opened the door and de- 
posited the kitten, both backs went 
up and each one spat in the general 
direction of the other. 

We got the kitten home about 
11:00 a.m., and put her in an upended 
cardboard box lined with a blanket, 
a saucer of milk and a box of sand 
right outside. The kitten promptly 
withdrew to the rear of the box and 
stayed there for almost twelve hours, 
never emerging. Mitu slithered all 
over with raised fur and blown-up 
tail but the kitten’s box drew him 
like a magnet. Curiosity seemed to 
fight with unfriendliness yet the kit- 
ten ignored him, except when he came 
too close. Then she spat. 

About ten o'clock at night we de- 
cided that the kitten must have some 





Birth of @ Bon Mot 
Last year Lawrence H. (Bud) Rogers 
Il, of wsaz-tv Huntington-Charles- 
ton, made this sketch of Harry Ban- 
nister. His title: “Birth of a Bon Mot.” 


food so we picked her up to set her 
down at a dish of finely ground ham- 
burger. She screamed bloody mur- 
der the minute she was touched and 
suddenly her squeals were echoed’ by 
even louder screams from Mitu. Next 
thing I knew he jumped up alongside 
the kitten and it was obvious that he 
thought she was being mistreated. 
From that moment on he adopted her. 
Even though she spat a few times he 
licked her face and her body and 
soon won her friendship and confi- 
dence. The rest was easy. She start- 
ed to eat and soon she was biting his 
tail and romping. From then on these 
two have been inseparable. Like a 
mother, Mitu hovers over the kitten 
constantly, follows her everywhere 
and they sleep in an intermingled 
mass of legs and tails impossible to 
separate. They’ve got it made! We 


named her Yum-Yum. 

Then Steve and Debbie arrived— 
he, 1l—she, 15. Tranquility van 
ished. Order ceased. 

What had once been a haven of 
comfort began to look like Coventry 
after the Blitz. Lower myself into a 
chair and land on a wet towel. Jump 
up and trip over an unseen camera. 
Try to light a cigarette and the match 
won't strike—dunked in Coca-Cola, 
Look for my shoes—kicked under the 
bed. Put on my hat—gooey candy 
wrappers drip down my forehead. 

Great kids. Intelligent — alert — 
alive — SO ALIVE! 

A typical day started about 8 a.m, 
hotdogs for breakfast 
—sometimes, five. Followed an end- 


with four 


less round of activities: ocean bath- 
ing, clamming, eating, surf riding, 
more bathing, eating, playing on the 
beach, more surf riding. All inter- 
mingled with candy bars, ice cream 
cones and numerous bottles of pop 
plus an occasional snack, each involy- 
ing wet footprints dipped in sand 
tracking all over the joint. Then a 
shower, more water tracked all over, 
dinner, a trip to town for an ice 
cream soda, return home and just as 
La Magnifique and I would settle 
down to a game of Scrabble, Steve 
would pipe up, “Let’s do something!” 

In a comparatively small house, on 
one level, there was no escape hatch. 
No attic. No basement. No nuthin! 
Even the cats got circles under their 
eyes. 

Finally came getaway day. The car 
had been loaded beyond capacity 
when we arrived. Going back with 
two adults, two kids, two cats and 17 
pieces of luggage presented a logis- 
tics problem no engineer could solve. 
The top of the car trunk teetered pre- 
cariously. There was no visibility to 
either side or to the rear. 

We lost the highway twice, re 
gained it once through the kindness 
of a gas station attendant just open- 
ing up, and the other time by flipping 
a coin. 

Bruised, battered and weary after 
an unprecedented month among the 
amphibians, we rejoined the canyon 
dwellers just in time to avoid the de- 


velopment of webbed feet. May Man- 


hattan never slide closer to the ocean! 
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Another thriller-diller from WJRT— 


““Cheating at the shell game, Chief?” 













With WJRT, you pay your money but you 
don’t have to make a choice. With just one 
buy, you get Flint, Lansing, Saginaw and Bay 
City smack in the palm of your hand. It’s 
the most efficient way to reach the four big 
mid-Michigan metropolitan areas—and reach 


*‘Shell, schmell, Ponsonby. I am 
merely demonstrating the unrivaled 
efficiency with which WJRT covers 
Lansing, Flint, Saginaw 
and Bay City.” 





’em with a Grade “‘A”’ or better signal. You’ll 
reach ’em with a single-station buy. And you'll 
reach ’em from the inside—Flint, Lansing, 
Saginaw and Bay City. Come on in for the 
rich mid-Michigan market with its half-million 
TV households. The reaching’s fine. 


WJRT 


CHANNEL F r- FLINT 


ABC Primary Affiliate 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
New York + Chicago « Detroit + Boston + San Francisco « Atlanta 
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Film Report 






BY THE NUMBERS? 

Most syndicators have placed a 
great deal of emphasis on quantitative 
audience figures, ignoring, in many 
cases, qualitative considerations which 
can often influence a sale. At least 
one major distribution firm is out to 
amend this oversight and is currently 
exploring costs with the A. C. Niel- 
sen Co. 

Another company, California Na- 
tional Productions, says it has always 
been convinced that ratings are really 
useful only when a qualitative analysis 
of the findings is made. “Anyone can 
play the numbers game,” says Jake 
Keever, CNP vice president and gen- 
eral manager, “but in our book we 
want to know exactly what the num- 
bers represent, especially in terms of 
which viewers are going to spend 
money on what kind of products.” 

Mr. Keever points out that Flight 
was listed number six in the July na- 
tional Pulse report for the top 10 ad- 
venture shows. But despite that posi- 
tion, Pulse’s audience composition fig- 
ures showed that the series had the 
highest proportion of adult viewers 
and is more popular with women than 
any of the competition listed in the 
adventure category. These findings, 
says Mr. Keever, are reflected in the 


types of sponsors attracted by Flight. 
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POST-’48 PIX 

A decision may be nearing on re- 
lease of post-1948 feature pictures to 
television. Pressure is building up on 
both sides, and the guilds are again 
becoming vocal in demands for a cut 
of the sales gross. Writers Guild of 
America has called a strike against 
major independent producers to en- 
force demands of six per cent of first 
$100,000 gross, plus eight per cent of 
all revenue above that figure. (Strike, 
in effect, is against the entire indus- 
try, since independents named are 
producing at least half of the features 
released by the majors.) Simultane- 
ously, IATSE has renewed its demand 
for residual benefits for member 
unions, such as cameramen. Produc- 
ers have not budged from the stand 


that they will not consider granting 
residuals on films that failed to earn 
back their negative cost in theatre 
exhibition—a considerable portion of 
the post-’'48 group. Screen Actor 
Guild, the key union, is giving WGA 
tacit backing (SAG negotiations with 
MPPA over the post-’48 films broke 
down over a year ago.) Quick settle. 
ment of the dispute appears unlikely, 


TAPE... 

The new electronic recording proc- 
ess may affect the scheduling of pre. 
°48 feature films. MGM-TV and Talent 
Associates earlier this year entered 
an agreement whereby the packaging 
firm was to produce a series of tape 
specials based on some classic Metro 


films. MGM-TV in turn was to get 





FILM SUCCESS 


Nw can do a job for spon- 
sors too, one station manager 
discovered recently. WALB-TV Albany, 
Ga., bought the CBS Newsfilm service 
just two months ago and has already 
found sponsors for all of its news pro- 
grams. Previously, the station’s news 
shows were not fully sponsored. 

One of the advertisers, Household 
Finance Corp., is convinced that its 
investment in a newscast carrying the 
syndicated news service is paying off 
in terms of business and company 
prestige. According to R. F. Cross, 
manager of the company’s Albany of- 
fice, “not only are the films interest- 
ing, but also they afford better cover- 
age—both locally and nationally— 
than was the case in the past. We are 
sure that our programming has been 
improved, and this has contributed 
greatly to carrying our sales message 
to more viewers.” Household Finance 
sponsors the 11-11:15 p.m. WALB-TV 
newscast three nights a week. 

Raymond E. Carow, general man- 
ager of the station, is equally enthusi- 
astic. “We sampled all existing news 
services prior to purchasing one two 
months ago, and determined that CBS 
Newsfilm was the best. We still think 


so. To back this up, the station’s news 








Yousef Mosraff covers Algeria for 


CBS Newsfilm 


shows have generated more sponsor 
and viewer interest than ever before. 
As a matter of fact, at present all 13 
of the WALB-TV news shows are fully 
sponsored, and this was not the case 
two months ago. We can’t help but 
feel that CBS Newsfilm played an im 
portant role in bringing about this 
happy situation.” 

A daily news service, CBS News 
film today has over 100 American 
station subscribers. It is produced by 


CBS News, and offers the services of ¥ 


such commentators as Howard K 
Smith, Charles Collingwood, Tom 
Costigan and Harry Reasoner. It is 
sold and distributed by CBS Films. 
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distribution rights to the tapes. 

Two factors have complicated mat- 
ters: stations which have purchased 
the full Metro library are not espe- 
cially anxious to buy a tape version 
of a movie they’ve got in stock, and 
are even more reluctant to let the op- 
position get their hands on it, Only 
recourse, according to a representa- 
tive of a station group, is to make 
sure the film is played and played 
often before the tape gets to town. 
Second complication: foreign per- 
formance rights are yet to be nego- 
tiated for the tape shows. (First one 
on the air was Meet Me in St. Louis, 
telecast by CBS-TV.) 


SALES ... 

Four regional advertisers picked up 
Liv’s Tombstone Territory in 38 mar- 
kets within a one-week period recent- 
ly. The program, after a two-year run 
on ABC-TV, is the company’s latest 
in syndication, the third to be intro- 
duced on that market in as many 
months. 

However, Ziv has departed from 
the usual custom of marketing re- 
runs of network episodes. An entirely 
new series of 39 half-hours is being 
produced for sale on the market-by- 
market route, and the re-runs, for the 
present at least, are being held back. 

Purchasers of the new series of 
Tombstone Territory (effective Jan. 
1) are: Pacific Gas & Electric Co., 
seven California markets; Morning 
Milk division of Carnation, a number 
of markets in the mountain states; 
Moulson Brewing Co., Buffalo, Bur- 
lington-Plattsburgh and Watertown, 
N. Y., and Stroh Brewing Co., 20 
markets in its three-state distribution 
area—Michigan, Ohio and Indiana. 

Ziv’s Lockup, now sold in 190 mar- 
kets, continues to attract new clients. 
Recent ones include Rural Electric 
Cooperative, Montgomery; Child’s 
Big Chain food stores, Tyler-Long- 
view, Tex.; Barber Transportation 
Co., Rapid City, S. D., and Rose-Tal- 
bert Paint Co., Columbia, S. C... . 
Piel’s beer has returned to program 
sponsorship with Ziv’s This Man Daw- 
son. The brewery has purchased the 
show for New York (where it will use 


a double-exposure pattern) and Phila- 
delphia. 
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Alcoa Fuller & Smith & Ross 








JAMES LOVE PRODUCTIONS, INC., New York 


Coca Cola « McCann-Erickson 






MPO TELEVISION FILMS, INC., New York 





Atlantic Refining Co. e N. W. Ayer 





HFH PRODUCTIONS, INC., New York 


General Electric Co. « BBDO 


The 


GEMERAL Gé) ELECTRIC 
Theater 





ELERTRA FILM PRODUCTIONS, INC., New York 





Bissell © Clinton E. Frank 
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" General Electric Co. ¢ Maxon, Inc. 








CBS-TV 





FINE ARTS PRODUCTIONS, Hollywood 








pe — eee 
BILL STURM STUDIOS, INC., New York 
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Independent Television 
Four Just Men has been sold in 130 
domestic markets. Most recent region- 


Corp.’s 


al client is Progresso Foods, which 
picked up the series for Boston, Phila- 
delphia, Baltimore and Detroit, to 
bring the total domestic gross to over 
$1,450,000. Of those sales, 83.2 per 
cent were made directly to clients or 
their agencies, according to Hardie 
Frieberg, ITC’s syndicated sales man- 
ager. Mr. Frieberg also notes that the 
program is scheduled in prime time in 
the majority of markets where it has 
been sold. “All things being equal,” 
he says, “it’s the quality of a syndi- 
cated show which sets the stage for a 
prime-time slot.” 

World-Wide Television Sales Corp. 
has sold Peter De Met Productions’ 
Vajor-League Baseball Presents in 
more than 65 markets. The program, 
a series of 26 one-hour telecasts of 
the best games of the past baseball 
season, is available on either film or 
tape. According to Mel Schlank, presi- 
dent of World-Wide, approximately 
30 stations to date will use the tape 


version of the games. 


The Californians, distributed by 
Victory Program Sales, re-run divi- 
sion of California National Produc- 
tions, has been sold in another 16 
markets. The off-the-network program 
has been picked up by stations in 
such diverse cities as San Francisco, 
Billings, Mont., Detroit, New York 
City, New 
Springfield, Mass., and Champaign, 
Til. 

Bernard L. Schubert, Inc., has sold 
429 half-hours of three 
dubbed series in Peru, Panama and 


Orleans, Birmingham, 


Spanish- 


El Salvador. The programs are Tv 
Reader’s Digest, Crossroads and Top- 
per. Samuel Gang, the company’s di- 
rector of international sales, has just 
returned from a five-week tour of 
Latin America, and while in Mexico 
completed arrangements for the dub- 
bing of White Hunter into Spanish. 
It will be available in that language in 
February. Fremantle Interna- 
tional, Inc., has sold 67 hours of film 
in Portugal to Radiotelevisao Por- 
tuguesa, Lisbon. Programs include 
two WPIX specials—T he Russian Revo- 
lution and The Cold War—as well as 


Selling the Buffalo-Niagara Falls mark ; 





five series: Jungle, Bom, Movie Mu. 
seum, Time Out for Sports and Won. 
ders of the Sea. A library of Encyclo. 
pedia Britannica films was also pur. 
chased. 


ADDENDA ... 
NTA Telestudios can consider it 
self as the first official producer of 


Signing NTA 


T elestudios-Burnett 
agreement are (l. to r.) George K. 
Gould of Telestudios, and David Dole 
of Burnett. Standing is Alfred Mar- 
kim of Telestudios. 
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cluded with Leo Burnett Co., Inc.. 
Telestudios becomes a total package 
producer of electronically recorded 
commercials for the agency and its 
clients. Heretofore, Telestudios was a 
producer of commercials in an un- 
oficial capacity, and, like many video- 
tape firms, frequently served only as 
a facility for other producers, 
According to a recent Ziv analysis, 
food products for the second straight 
year led all other categories of adver- 
tisers in the purchase of the com- 
pany’s shows. Breweries again placed 
second, while tobacco companies and 
banks moved into contention among 
the leaders for the first time. . 
Bernard L. Schubert, Inc., is using 
records to sell film. The company is 
distributing to station film buyers spe- 
cially recorded discs in which stars 
appearing in the Schubert feature 
packages plug their movies. . .. MCA 
TV, through the Gardner Agency, is 
turning out a whole series of adver- 
tisements which consist of glossy 
photos from the Paramount package 
which can be inserted as ads. Done 


with the J. W. Field Co., lithogra- 





phers, the ads are scheduled to run 
in several trade magazines for the 
next six months. 

The Television Film Association, 
headed by John P. Ballinger of Screen 
Gems, is out to establish a standard 
cue-mark system for television film 
and a standard television film leader 
graduated numerically into seconds. 
The association, located in Los An- 
geles, has distributed a questionnaire 
to stations in an attempt to determine 
the most popular standards. . . . Ziv’s 
Cisco Kid will be colorcast in Boston, 
Atlanta, Chicago and Washington. 


PROGRAMS .. . 


Warner Bros. is preparing to set up 
telefilm operations in England in con- 
junction with Associated British Pic- 
tures Corp. Warners would thus as- 
sure sale of the series under the Brit- 
ish quota, at the same time lessening 
the load on the Burbank facilities, 
which are near capacity production. 

Night Patrol, pilot on Baltimore 
produced by 


dog police patrols 


Sharpe-Lewis, has been bought by 





CBS-TV. The network is also in nego- 
tiation with Ivan Tors and Ziv for 
filming of an hour-long underwate1 
adventure. Also being revived, since 
the change in command, is Al Scal- 
pone’s Man on the Beach series. 

First program sold for a January 
start is Sheldon Reynolds’ Appoint- 
ment with Fear. Client is undisclosed 
by Keyes, Madden & Jones advertising 
agency, of Chicago, which made the 
buy, contingent on satisfactory net- 
work time clearance. 

Long-standing dispute between Ro 
land Reed Productions and _ talent 
guilds has been settled, with all post 
1958 residual revenue from several 
Reed-made programs, My Littl 
Margie, Waterfront, The Stu Erwin 
Show and Rocky Jones, Space Ranger, 
to go to the unions. 

Production preview: Co-production 
Philip N 
(Gross-Krasne) Krasne and Barney 
(Medic) Girard on Mr. Garlund ad- 
venture series; two half-hours are be 


deal has been made by 


ing shot for presentation either as a 
half-hour, or an hour series; also on 


the Krasne slate is /mpulse, a psycho- 


WITH ITS NEW, TALLER TOWER WGR-TV now covers more homes than ever before in the prosperous Western 


New York area and Canada. Strategically re-located in the center of the prime Buffalo area—the nation’s 14th largest market 


—WGR-TV's new tower still provides metropolitan viewers with the best reception of any TV station. 


Mail and phone calls confirm the fact that viewers in the Southern tier of New York and Northern Pennsylvania now get 
even better reception from WGR-TV. For advertisers interested in across-the-border coverage, WGR-TV now beams 
the best U. S. signal into Toronto and other parts of Southern Canada. 


With complete Video-tape facilities—the first in Buffalo—and the finest NBC and local programming, WGR-TV 


offers advertisers better sales opportunities than any other station in the market. 


For best results from America’s most powerful selling medium, call your Petry television representative about availabilities 


= 


on WGR-TV—this year celebrating its fifth anniversary. 


NBC - CHANNEL 2 - BUFFALO 


4 cahee 


or 


Ls . 
WGR-TV, WGR, Buffalo, N. Y. « WROC-TV, Rochester, N.Y. « WNEP-TV, Scranton Wilkes-Barre, Pa. 
WSVA-TV, WSVA, Harrisonburg, Va. + KFMB-TV, KFMB, San Diego, Calif. » KERO-TV, Bakersfield, Calif. 





logical drama, for which Eva Wolas 
has been signed as producer. . . . Mr. 
Krasne has also purchased three new 
half-hour formats and scripts for pilot 
development. They are: Man of the 
House, a situation comedy; Gentle- 
man Joe, a western, and Trinity 
4-3000, an action melodrama. 

Bernard L. Schubert, Inc., has 
switched the format of The New Ad- 
ventures of Mr. and Mrs. North from 
a half-hour to a full hour. The orig- 
inal series, consisting of 57 half-hour 
segments, is now in syndication, but 
these will be withdrawn from the do- 
mestic market to avoid possible con- 
flict. 

Red Skelton is now in the process 
of forming an independent produc- 
tion company. The comedian has pur- 
chased what is described as the 
world’s first mobile color tv tape- 
recording facilities. The mobile unit 
is to be built at a cost of $500,000 
and will include two Ampex color 
Videotape television recorders and 
three General Electric color tv cam- 
eras with associated studio gear. 

Herts-Lion International has nego- 
tiated agreement with Crosby /Brown 
Productions and AB Svensk Film In- 
dustri of Sweden for filming of the 
Curt Siodmark-created 13 Demon 
Street in Sweden. . . . Dr. Kildare, 
theatrical film series, is being revived 
as a tv property by MGM-TV, with 
Lew Ayres slated to take the lead 
role. . . . Ghost Squad, Irving Starr 
mystery show, will be produced by 
the Mirisch Co., presently shooting 
Wichita Town. . .. Home Run Derby, 
in which various major leaguers com- 
pete for cash prizes (similar to Cham- 
pionship Golf) in hitting home runs, 
is being shot by Lou Breslow, Ben 
Stoloff and Jack Harvey. 





Create the RIGHT mood every time 
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MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
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WRITE FOR FREE CATALOGUE 
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PERSONNEL ... 

Independent Television Corp. has 
made several additions to its sales 
staff. At the same time, two executive 


promotions were made. Carl A. Rus- 


sell has been appointed manager of 
regional sales working out of Chicago, 
and Stanley 
named general sales manager of ITC’s 
Jeff's Collie division. Three salesmen 
joined the Jeff's Collie division. They 
are: Ray Grandle, Jerry Marcus and 


Ed Traxler. On the west coast, Harold | 
“Scrappy” Lambert has joined ITC as | 


west-coast contact and liaison with 
networks and clients on the firm’s 
programs. 


Arnold Kaufman has joined Na- 


tional Telefilm Associates as vice | 
president in charge of eastern opera- | 


tions. Mr. Kaufman, formerly a senior 
executive of RKO Teleradio Pictures, 


Inc., is responsible for all NTA busi- | 


ness and administrative activities in 
the east, which include such company 
divisions as NTA Telestudios, NTA 
Storevision and the broadcasting sta- 
tions. Before joining NTA Mr. Kauf- 


man held various high-level executive 


posts with RKO Teleradio Pictures 


for the past 10 years. 


Robert Bersbach has been ap- 


pointed head of MCA TV’s New Eng- 


land sales force. Mr. Bersbach, for- | 
merly with the company’s Chicago | 
‘ office, headquarters in Boston 
United Artists Associated has trans- | 
ferred Norman Long from Dallas to | 
Los Angeles as manager of its west- | 
coast division. At the same time, | 
David Hunt, of the Dallas office, was 

promoted southwest division manager. | 
... Terry Hatch has joined Alexander | 


Film Co., Colorado Springs, as Chi- 


cago resident vice president. He was | 


formerly a sales representative for the 
Ampex Corp. and for Ziv. . . . Marvin 


M. Grieve has been elected a director | 


of Guild Films, Inc. Mr. Grieve, vice 


president in charge of sales, joined | 
the company in 1956 as a sales execu- | 


tive. . . . Joe Porter has been ap- 
pointed southeastern sales representa- 
tive for Crosby/Brown Productions, 
Inc. 

Shuffle of key executive personnel 
in west-coast operations may continue. 
Appointment of William Dozier, vice 
president in charge of CBS-TV west- 
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coast operations, as programming 
vice president of Screen Gems, leaves 
Harry Ackerman, who previously held 
Mr. Dozier’s CBS position and pres. 
ently is also Screen Gems program. 
ming v.p., in an equivocal position. 
In the meantime, CBS upped Guy 
della Cioppa to Mr. Dozier’s post, thus 
placing the network’s former Los An- 
geles station managers (Mr. della 
Cioppa was general manager of radio 
station KNX, James Aubrey of tv out- 
let KNXT) in the key positions on both 
coasts. Other CBS promotions are 
those of Hunt Stromberg Jr. to the 
post of program development, and 
William Self to program administra- 
tion. 

Two of the majors, also, continue to 
search for executives to head their ty 
production activities. Peter G. Le 
vathes, director of tv programming 
for Young & Rubicam, has been ap- 
pointed to head 20th Century-Fox’s 
tv subsidiary, but so far no one has 
been named to replace Martin Manu- 
lis, who is shifting to feature produc- 
tion. Similarly, MGM-TV, where pro- 
duction activity has been stalled, is 
seeking a production executive. 
COMMERCIAL CUES... 

Filmaster Productions, Inc., pro- 
ducers of numerous programs, has 
moved into the sponsored business 
film field. Charles E, Skinner has been 
appointed executive producer of the 
company’s business and _ industrial 
film division, and will direct that op- 
eration, Filmaster, of course, is ac 
tive in the commercials field as well, 
through its subsidiary, Filmercial 
Productions, headed by William HT. 
FitzSimmons. 

Kathryn Darrell has been promoted 
to the post of production supervisor 
for Robert Lawrence Animation. . . « 
Michael Kraft has joined Wilbur 
Streech Productions, Inc., as vice 
president for marketing and sales. ... 
Bill Schwartau has been appointed 
head of the production department of 
Music Makers, Inc. 

A shake-up over differences on pro= 
duction policy has hit UPA in the 
midst of one of its top commercials 
sale years. Resigning is vice president 
Herbert Klynn, who has been im 
charge of the commercials produc 
tion; Bud Getzler, vice president and 
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production manager; Marne Fallis, 
sound engineer; Alan Zaslove, ani- 
mator and director for the commer- 
cials unit, and Osmond Evans, Stan- 
ley Wilkins and Kasey Onaitis, all ani- 
mators. Felix Zelenka has been ap- 
pointed as the new production man- 
ager for UPA, which, reportedly, will 
de-emphasize commercials production. 
Strike by Screen Cartoonists Guild 
against Animation, Inc., has been set- 
tled, with SCG obtaining most of 
jurisdictional bargaining rights which 
were the bone of contention. Accord- 
ing to Earl Klein, president of the 
firm, the contract may still have to 
be tested in court, however. 
New video-tape production company, 
fourth to be formed in Hollywood, 
will go into operation in November. 
Although ownership of the concern 
has not been disclosed, it will be op- 
erated by producers Jonathan Yost 
and Jack Miles and equipped with 
two Ampex recorders and three Mar- 
coni cameras. 


Commercials 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: S. C. Johnson Co. (show open- 
ing), B&B; California Oil Co. (Chevron 
gasoline), BBDO; Buick Motor Div. GM 
(show opening), McCann; E. I. du Pont 
de Nemours & Co., Inc. (carpets, fibers), 
BBDO; Ford Motor Co. (cars), JWT: 


Lever Bros. Co. (Lifebuoy), SSC&B; Amer- 
ican Telephone & Telegraph Co. (show 
opening), Ayer; Rexall Drug Co. (show 
Sperry & Hutchinson 


opening), BBDO; 














Co. (S&H green stamps), SSC&B; Thomas 
J. Lipton Co. (tea), Y&R; Socony-Mobil 
Oil Co. (Mobil Heat), Compton; F. & M. 
Schaefer Brewing Co. (beer), BBDO; 
Radio Corporation of America (show open- 
ing), K&E; Standard Oil Co. of N. J. (in- 
stitutional), McCann; Bristol Myers Co. 
(Vitalis), DCS&S; Colgate-Palmolive Co. 
(Spree soap), McCann; Buick Motor Div. 
GM (cars), McCann; American Tobacco 
Co. (show opening), BBDO. 

In Production: Campbell Soup Co. (soup), 
BBDO; Boyle-Midway Co. (Wizard), JWT; 
General Electric Co. (show opening), 
BBDO; Clairol, Inc. (industrial), direct; 
Jantzen, Inc. (sales feature), Hockaday; 
Capezio, Inc. (slidefilm), Hockaday; Im- 
perial Oil Ltd. (gasoline), MacLaren; 
American Motors Corp. (Rambler), GMM- 
&B; General Mills, Inc. (Kix), D-F-S; Na- 
tional Biscuit Co. (cookies), McCann; 
Nestle Co. (Quik), McCann; American 
Safety Razor Co. (Gem razors), K&E; 
B. F. Goodrich Co. (show opening), BB- 
DO; Buick Motor Div. GM (cars), Me- 
Cann; General Motors Corp. (show open- 
ing), MacLaren; Longines-Wittnauer Co. 
(show opening), direct. 


ERA PRODUCTIONS, INC. 


Completed: Breast O’ Chicken Co. (Tun- 
ies), H-CH&M; Nalley’s Food Products 
(salad dressing), Pacific National; U. S. 
Dept. of Agriculture (Smoky Bear), FC&B; 
General Insurance Co. of America (policy), 
Cole & Weber. 

In production: U. S. Dept. of Agriculture 
(Smoky Bear), FC&B; Consolidated Cigar 
Corp. (Dutch Master), EWR&R: General 
Insurance Co. of America (policy), Cole & 
Weber; Hoffman Electronics, Inc. (tv sets), 
H-CH&M: ABC-TV (show title). direct: 
Drewry’s Brewing Co. (beer), McFarland, 
Aveyard. 


EUE SCREEN GEMS 


Completed: Procter & Gamble Co. (Duncan 
Hines mixes, Ivory), Compton; General 
Foods Corp. (Swansdown, Jell-O), Y&R; 
General Foods Corp. (Tuffy), FC&B; Coty, 
Inc. (lipstick), BBDO; General Foods 
Corp. (Post cereals), B&B; Bristol-Myers 
Co. (Sal Hepatica), Y&R; Manischewitz 
Wine Co. (wines), Gumbinner; Coca-Cola 
Co. (Coke), McCann; Philip Morris, Inc. 
(Alpine), DDB; Kellogg Co. (cereals), 
Y&R; Procter & Gamble Co. (Tide), B&B; 
Pillsbury Co. (cake and pie mixes), Camp- 
bell-Mithun; Falstaff Brewing Co. (beer), 
D-F-S; General Motors Corp. (Frigidaire), 
D-F-S; U. S. Brewers Foundation (beer), 
BBDO; Colgate-Palmolive Co. (Halo), 
D'Arcy. 

In production: Ford Motor Co. (Mercury), 
K&E; A-S-R Co. (Gem blades), K&E: 
Eastman Chemical Co. (Kodel, Verel), 
DCS&S; R. J. Reynolds Tobacco Co. 
(Winstons), Esty; General Electric Corp. 
(Telechron), Ayer; Hudnut-DuBarry Div., 
Warner-Lambert (Head Start), Lambert & 
Feasley; Schick, Inc. (shavers), Compton; 
E. I. du Pont, etc. (various products), 
BBDO; Liggett & Myers Tobacco Co. 
(Chesterfield), McCann; Philip Morris To- 
bacco Co. (Marlboro), Burnett: Chrysler 
Corp. (Valiant), BBDO; Eastman Kodak 
Co. (cameras, film), JWT; Minnesota Min- 
ing & Mfg. Co. (Scotch tape), BBDO; 
General Foods Corp. (Borden’s milk, ice 
cream), B&B; Jackson Brewing Co. (Jax 
beer), Fitzgerald; Purex Corp. (bleach), 
FC&B; Carter Products, Inc. (Nair), Bates. 


FILMACK CORP. 


Completed: Stewart’s Coffee Co. (coffee), 
Roche, Rickerd & Cleary; Sugardale Pro- 
vision Corp. (meat), Lang, Fisher & Stas- 
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hower; Holsum Bakeries (bread), W. E. 
Long; Combined Insurance Hawaiian Con- 
vention, direct; Building Confidential (con- 
strtiction ), Tobias, O’Neil & Gallay; Sawyer 
Biscuit Co. (crackers), Geo. Hartman; 
Stromberg’s (store), Willmarth, McCaffrey; 
United Credit Corp. (loans), H. S. Ben- 
jamin; Exec Products, Inc. (Paste Pen), 
C. W. Hoyt; A. S. Harrison Co. (Preen 
wax), Hoyt; Christmas Club Corp. (Thrif- 
ty Christy), BSF&D; Mother’s Food Prod- 
ucts (gefilte fish), Dunay, Hirsch & Lewis; 
Schultz (house film), direct. 

In production: Shell Oil Co. (gas), JWT; 
Crem-O-Land (butter), Coordinated Adv.; 
American Agriculture Chemical Co. (Agri- 
co), M. L. Grant; Leukemia Society (pro- 
motion), direct; Chas. Antell, Inc. (Ry- 
butol), EWR&R; Wander Co. (Ovaltine), 
Tatham-Laird; Miles Labs. (One-A-Day 
vitamins), Wade; Super Market Institute 
(promotion), direct; Kellogg Co. (cereal), 
Burnett; Schwinn Co. (bicycles), Bond; 
Toni Co. (Tame), C. E. Frank; American 
Medical Assoc. (Promotion), direct; SOS 
Co. (pot cleaners), Dick Strand. 


GRAY & O’REILLY 


In production: General Cigar Co. (Robert 
Burns), Y&R; Seabrook Farms (frozen 
foods), Smith-Greenland; American Oil Co. 
(gas), Katz; Block Drug Co. (Omega Oil), 
Gumbinner; Kiwi, Ltd. (Scuff Magic shoe 
polish), CD&A. 


KEITZ & HERNDON 


Completed: Household Finance Corp. 
(loans), NL&B; Commercial Recording 
Corp. (station ID’s), direct. 

In production: Campbell-Taggart Associ- 
ated Bakeries, Inc. (Rainbo, Colonial rolls, 
bread), Bel-Art; Tonka Toy Co. (toys), 
Kerker-Peterson, Hixon, Hayes; Radan 
(cold remedy), Sam Bloom; Mishawaka 
Rubber & Wool Co. (Red Ball shoes), 
Campbell-Mithun; Amphibious Boat Co. 
(boats), Ray Ackerman; Lone Star Gas 
Co. (gas stoves), EWR&R; Tendamist 
(meat tenderizer), Tracy-Locke; Frito Co. 
(Fritos), Tracy-Locke; Tenilhist (cold 
remedy), Pams. 


NATIONAL SCREEN 
SERVICE CORP. 
Completed: ABC-TV (promotion), direct; 
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National Viewers Per 100 





Average Homes Tuned In 

Rank Program Distributor Rating yen women sen wt 
1—Highway Patrol 7 ae 130 | 79 89 17 

2—Sea Hunt Ziv 11.9 82 93 16 27 

3—Rescue 8 | ScreenGems | 105 | 75 87 15 39 

4—Mackenzie’s Raiders | Ziv 9.6 3 8 1 & 

5—Whirlybirds CBS 9.2 6 71 15 8 

6—Flight CNP 9.1 ons & 

6—Code 3 Hal Roach | 9.1 81 87 14 21 

8—Colonel Flack CBS 9.0 ® 83 15 & 

9—Border Patrol CBS 8.0 82 91 16 23 

9—Ten-Four Ziv 8.0 76 87 «215 «27 

11—Casey Jones Screen Gems 7.8 61 6 16 7 
11—Silent Service CNP 7.8 73 8 16 4 

















Pontiac Motors Div. GM (cars), MJ&A; 
Dow Chemical Co. (Pinkies), MJ&A; BC 
Remedy Co. (headache powder), C. Knox 
Massey; Sterling Drug Co. (Fizrin), Comp- 
ton; Leukemia Society (promotion) , direct; 
J. B. Williams Co. (Aqua Velva), Parkson; 
British Petroleum, Collyer; Continental 
Baking Co. (Morton’s Pies), Bates; 20th 
Century-Fox (promotion), direct; P. Bal- 
lantine & Sons (beer), Esty; Consolidated 
Cigar Co. (Harvester), EWR&R; Narra- 
gansett Brewing Co. (beer), C&W; Phar- 
maceuticals, Inc. (Geritol), Parkson; Radio 
Corp. of America (RCA), Lefton; Lanolin 
Plus (Wash ’n Curl), EWR&R; Hassenfeld 
Bros. (Hasbro toys), Grey. 

In production: Pontiac Motors Div. GM 
(cars), MJ&A; ABC-TV (promotion), di- 
rect; BC Remedy Co. (headache tablet), 
C. Knox Massey; 20th Century-Fox (pro- 
motion), direct; S. B. Thomas, Inc. (bak- 
ery products), MJ&A; British Petroleum, 
Collyer. 


FRED NILES PRODUCTIONS 


Completed: Campbell - Taggart Assoc. 
Bakeries, Inc. (Rainbo, Colonial bread), 
Bel-Art; Neuhoff Packing Co. (Frosty 
Morn), Noble-Dury; Buddig Packing Co. 
(beef), McFarland, Aveyard; National 
Bohemian Brewing Co. (beer), Doner; 
International Milling Co. (Robin Hood 
flour), Kastor; Chattanooga Medicine Co. 
(Soltice), Noble-Dury; Quaker Oats Co. 
(Ken-L-Ration), JWT; “Arrive Beautiful” 
Nail Polish, Bozell & Jacobs. 

In Production: Lennox Industries (heating 
systems), Biddle; Montgomery Ward 
(various), direct; Kemper Insurance Co. 
(insurance), Shaw; Miles Labs. (Chocks), 
Wade; Budweiser Brewing Co. (Busch Ba- 
varian beer), Gardner; Dr. Salisbury’s Labs. 
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FOR SALE 


4 MULTI-SCANNER | 
USED DUMONT PROJECTORS 

FOR TY PROJECTION 

SLIDES AND MOVIES 


Model TA-178-A 
Model TA-190-A 
Model TA-191-A 
Model TA-189-A 


Box 478 | 








(Medic-Aide), Biddle; Orange Crush Co, 
(soda), H. W. Kastor; Kitty Clover Potato 
Chip Co. (chips), Allmayer, Fox & Reshkin, 


RAY PATIN PRODUCTIONS 
Completed: Ralston Purina Co. (show 
opening), GB&B; General Foods Corp. 
(Jell-O), Y&R. 

In production: 7-Up Co. (soda), JWT; 
Langendorf Bakeries (bread), Armand Pro- 
ductions; General Foods Corp. (Post cer- 
eals), B&B. 


PINTOFF PRODUCTIONS 


Completed: Ward Baking Co. (Tip Top 
Lucky cakes), Grey; Ford Motor Co. (pro- 
gram closing), JWT; Texaco, Inc. (show 
opening), C&W; Renault, Inc. (Dauphine), 
In production: Aluminum Co. of America 
(Alcoa), F&S&R; Schutter Candy Co. (Bit- 
O-Honey), Grey; Radio Corp. of America 
(tv sets), K&E; A. E. Staley Mfg. Co. 
(Hip-O-Lite), EWR&R; American Cancer 
Society (promotion), direct; Fields Pro- 
ductions (titles), direct; Kinney Shoe Co, 
(drive-ins), Sawdon; Ward Baking Co. 
(bread, cakes), Grey; Kings Wine Co. 
(wine), Wermen & Schoor; Dept. of De 
fense (national guard), FRC&H; Texaco, 
Inc. (gas), C&W; Isodine Pharmacal Co. 
(Isodine), Reach-McClinton. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Sinclair Refining Co. (gas, 
oil), GMM&B; TvB (institutionals), Wex- 
ton; Transogram Co. (toys), Wexton; 
Golden Press, Inc. (Golden Book encyclo- 
pedia), Wexton; Drug Research Co. (Insta- 
Pep), KHCC&A. 

In production: Sinclair Refining Co. (gas, 
oil), GMM&B; TvB (institutionals), Wex- 
ton; Golden Press, Inc. (Golden Book en- 
cyclopedia), Wexton; Carter Products, 
Inc. (Colonaid), KHCC&A; Theon Co. 
(Lashbrite eye make-up), Joseph Reiss; 
Thayer Labs. Inc. (Spectran-B), KHCC 
&A; Quaker Oats, Canada (Aunt Jemima 
mix, Quaker oats), Spitzer & Mills. 
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MAGNO SOUND 


FOR 
MIXING—POST SYNC RECORDING—TRANSFER 
TO AND FROM ANY TAPE OR FILM MEDIUM. 


Cl 7-2320-1-2 723 Seventh Ave., W. Y. 6. 
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TV CARTOON PRODUCTIONS 


Completed: Pacific Tel & Tel Co. (green 
index, long distance), BBDO; Kilpatrick’s 
Bakeries (bread), Reinhardt; J. A. Folger 
Co. (coffee), Harris, Harlan & Wood; 
KQED (tv station), direct; Ingram’s Food 
Co. (Red’s tamales), Cappel, Pera & Reid; 
Safeway Stores, Inc., direct; Calif. Spray- 
Chemical Corp. (Ortho lawn spray), Mc- 
Cann; Pacific Plywood Co. (Par-Tile), 
Porter; Williams Bakery (bread), Rein- 
hardt; M. J. B. Co. (coffee), BBDO; Calif. 
Packing Corp. (Del Monte sauce), BBDO. 
In production: Kilpatrick’s Bakeries 
(bread), Reinhardt; Golden Grain Maca- 
roni Co. (Rice-A-Roni), McCann; Calif. 
Spray-Chemical Corp. (Ortho), McCann. 


WONDERLAND PRODUC- 
TIONS 


In Production: Stauffer Reducing, Inc. 
(home plan), FC&B; Ernie PPorter Chevro- 
let (car dealer), Neale; Los Angeles Coun- 
ty Fair Ass’n. (fair), Sheldon. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: General Foods Corp. (Rally 
dog food), B&B; Nationwide Insurance Co. 
(insurance), Ben Sackheim; Burnham & 
Morrill Co. (B&M baked beans), Dowd; 
S. C. Johnson & Sons (Glade), B&B; SSS 
Co. (tonic), McCann; Emerson Drug Co. 
(Bromo Seltzer), W&L; H. C. Morres Co. 
(Pream), B&B; Bristol-Myers Co. (Buf- 
ferin), Y&R; Vick Chemical Co. (Va- 
porum, cold tablets), Morse; Nestle Co. 
(Quik), McCann; Warner-Lambert Phar- 
maceutical Co. (Steri/Sol), W&L; Helbros 
Watch Co. (watches), Korchnoy. 

In production: General Electric Corp. 
(steam iron), Y&R; General Foods Corp. 
(Post cereals), B&B; Nestle Co. (Quik), 
McCann; Procter & Gamble Co. (Crisco), 
Compton; Vick Chemical Co. (Vaporub), 
Morse; Cott Bottling Co. (soda), Dowd; 
National Biscuit Co. (Dromedary), Bates; 
Sun Oil Co. (Sunoco gas), Esty: Sterling 
Drug Co. (Fizrin), Compton. 








Advertising Directory of TV SERVICES 








BEKINS FILM SERVICES 
Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Treatment— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 
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CAMERA EQUIPMENT CO., INC. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—-SALES——-SERVICE 
Motion picture and television equipment 

. lighting equipment . . . generators 
. . film editing equipment . . . processing 
equipment. 








BONDED T. ¥. FILM SERVICE 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 





S. 0. S. CINEMA SUPPLY CORP. 

New York City: 602 West S2nd Street, PL 7-0448 
Hollywood, Calf.: 6331 Hollywood Bivd., HO 7-2124 
SALES @ RENTALS @ SERVICE 
The world's largest source for film pro- 
duction equipment: Producing, Lighting, 
Processing, Recording, Projection, etc. 
Send for our huge 33rd Year Catalog 

















MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-376! WE 3-5674 
_Modern facilities 
Trained personnel 
_Individual attention 
. in servicing tv after-production needs. 
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SPONSORS FILM SERVICE, INC. 
421 West 54th Street, New York 19, N. Y. 
Columbus 5-0373 
Traffic Service, Print Procurement, Lab 
Expediting On TV Spots And Shows. TV 
Spot Integration And Insertion. Inspection 
And Storage. Refrigerated Storage For 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 








| OPTICAL EFFECTS | 
[ AND ANIMATION 








Color Negatives. 














Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 








“ANIMALS AND ] 


ANIMAL DRAWN VEHICLES 


VIDEART INC. 
343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 








CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT—— 
FROM A GOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 











CHOREOGRAPHY 
& STAGING 





CHARLES BLAKE PRODUCTIONS 
211 Sunset Arts Bldg., 6087 Sunset Blvd., 
Hollywood 28, Calif —HOllywood 7-4067 
1253 S. Third St., Louisville 3, Ky— 
MElrose 6-3911 @ 1527 Fisk Bldg., 250 
W. 57th St., N.Y. 19, N.Y.—JUdson 2-1959 


Outstanding Credits for Choreography and 
Staging for Many TV Series & “Specials” 

















HAULING & WAREHOUSING 











INSURANCE 





JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York |, 
CH 4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 


N. Y. 











bei 





WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 

Radio 
& Legitimate Theaters 


or 
Television, 








PREVIEW THEATRES, INC. 

1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
RE William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 
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day, with the issues reaching the same 
audience continually.) 


(Continued from page 31) 


Figuring typical ad readership at 
10 per cent, commercials carried on 
the average independent New York 
station would, in a week’s time, equal 
the Daily News in audience per ad. 
It would take an average ad reader- 
ship of 44 per cent for the Daily News 
to equal the average WCBS-TV adver- 
tisers’ audience expressed in terms of 
homes reached (981,000). If every 
reader of the New York Mirror read 
every ad in each issue, the average 
advertiser on Wwcss-Tv would still 
lead by a wide margin. 

Various formulas have been devised 
to compare the cost-per-thousand fig- 
ures of newspapers and _ television, 
but the great number of variables and 
basic differences between media usu- 
ally reduce the results to little more 





McCann “‘Down Under”’ 


McCann-Erickson, Inc., which 
operates 47 offices in 21 coun- 
tries, recently made its first move 
into the “Asian area” by acquir- 
ing the Rubensohn 
agency of Sydney, Australia. The 
new office will operate as Han- 
sen Rubensohn - McCann - Erick- 
son, Pty. Ltd., throughout the 
fast-growing continent and Pa- 
cific area. 
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Changes recently announced by Hulbert Taft Jr., president of Taft Broad- 
casting Co., include (l. to r.) the move to the home office of Roger B. Read, 
general manager of WKRC-TV Cincinnati, to take charge of administration and 
planning. J. W. McGough, general manager of WrvN-Tv Columbus, is assuming 
the general managership of WKRC-TV. Sam Johnston, manager of WTvN radio, 
moves to manager of WTVN-TV, and Richard W. Ostrander, wxrc-tv sales 
representative, becomes general manager of WTVN radio. 





than interesting statistics. One thing 
is certain—television’s cost-per-thou- 
sand per nighttime network minute 
dropped from $3.96 in 1955 to $3.55 
in 1958. A primary reason for the 
lower cost was the increasing num- 
ber of sets-in-use each year. In 1958 
newspaper circulation fell off some 
380,000 copies daily—without any 
decrease in advertising rates. 

In a newspaper-tv analysis pre- 
pared by CBS-TV Spot Sales, direc- 
tor of research Robert F. Davis noted 
that population has increased 20 per 
cent since 1950 in the 12 markets sold 
by the department. Circulation of the 
leading newspaper increased only six 
per cent, costs 41 per cent. 

Also, as pointed out in a recent TV 
AGE article (““Tv Moves to the Coun- 


i 


try,” Aug. 24), the greatest popula- 
tion increases have occurred in the 
suburbs, and newspapers in general 
have not expanded their circulation 
to reach these burgeoning audiences. 
The leading newspaper in the 12 mar- 
kets, says the CBS study, divides its 
circulation 70 per cent home county 
and 30 per cent outside. 

Television, knowing no county 
outside areas 
equally with its home bases. In a typ- 
ical presentation, WTVJ Miami com- 
pares with that of 
Miami’s largest newspaper, the 
Herald. Audit Bureau of Circulation 
reports give the Herald 76.9-per-cent 
penetration in Miami’s home county 


lines, reaches into 


its circulation 


of Dade. Nielsen Coverage Service 
(Continued on page 56) 
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Washington Memo 


EQUAL TIME. The Federal Commu- 
nications Bar Association, composed 
of attorneys who plead cases regularly 
before the Federal Communications 
Commission, was host to a lively de- 
bate recently on exactly what the new 
amendments to Section 315 of the 
Communications Act do and do not 
mean, and whether further legislation 
is necessary to clarify the very im- 
portant issues of providing equal time 
for competing political candidates. 

Participating in the panel discus- 
sion at the FCBA convention here 
were FCC commissioner Frederick W. 
Ford; CBS vice president Richard 
Salant; NAB’s chief attorney, Doug- 
las Anello; Richard Solomon, former 
FCC associate general counsel and 
now with the Justice Department's 
anti-trust division; Washington attor- 
ney John L. Rauh Jr. 

From their comments it seemed 
likely that the amendments will raise 
more questions than they answered, 
and that the massive debate of the 
issue is likely to continue long into 
the 1960 election year. That the whole 
question will have to be decided next 
year on a_ station-by-station basis 
seems indisputable. 

The possibility of court tests of the 
question looms very large at this 
point. One can almost visualize a dis- 
gruntled candidate denied air time 
taking his case against the station to 
court. Only through a series of court 
decisions is the matter really likely to 
be settled. 


NAB DISAPPOINTED. Mr. Anello 
said that the NAB was not very happy 
about the final form of the legislation. 
His organization was plumping for 
outright repeal of the equal-time re- 
quirement, he said. He foresaw trou- 
ble ahead for the smaller stations, 
which would have to contend with 
considerably greater pressure at the 
local level than would big metropoli- 
tan stations. 

Speaking for a major network, Mr. 
Salant said CBS and all broadcasters 
would be guided by considerations of 


fairness during the campaign in ap- 
portioning time and covering legiti- 


mate news events. He said that a move 
to repeal Section 315 outright prob- 
ably would be undertaken in the near 
future. 

Mr. Rauh went one step further, 
urging enactment of a law requiring 
tv-radio stations to give candidates 
free air time for strictly political pro- 
grams. He said that such a law would 
tend to rule out money as the gov- 
erning factor in whether a candidate 
appeared on tv, for the ability to buy 
time is now an important criterion, 
he added. 

Mr. Solomon took a slightly dif- 
ferent tack. He warned that the 
amendments actually put broadcasters 
“on probation” and that Congress will 
be watching the industry closely for 
their response to Congressional ac- 
tion. If the results are not favorable, 
the industry could expect a stronger 
restrictive law away from the direc- 
tion of repeal. 


FORD DEFENDS. Speaking more of 
the past than the present or future, 
Mr. Ford said that under the old law 
the FCC had no alternative but to 
require that stations give equal time 
when a legitimately qualified politi- 
cal candidate appears on a news 
show. He cautioned, however, that the 
commission might have a difficult time 
administering some of the provisions 
of the new law because of the 
“muddy” legislative history of the 
law. 

Mr. Ford, it should be remembered, 
has urged that the commission take 
a more active role in reviewing the 
programming practices of stations to 
make sure that they are conforming 
to the public-interest requirement of 
all licensees. In a recent speech he 
said: 

“It has been my view for a long 
time that it is highly unfair for the 
commission to lie in ambush, so to 
speak, while practices are developing 
which violate its concept of the pub- 
lic interest, convenience and necessity 
and then make an example of an 
uninformed broadcaster. I believe, 
rather, it is generally our duty to in- 
form the public through appropriate 


orders of reports of the criteria we 
expect to apply in advance of action 
against an individual broadcaster.” 
Thus it seems likely that Mr. Ford 
will be among the commissioners tak- 
ing the closest looks and asking the 
most questions about the implementa- 
tion of the new law on Section 315, 
perhaps as a wedge for putting teeth 
into his own project for review of 
station programming operations. 


ALLONS ENFANTS. Station owners 
have been urged to defend themselves 
vigorously in Washington against 
what is termed “indifference” to the 
encroachments of community antenna 
tv operators on their operations. So 
said Barclay Craighead of KXLJ-TV, 
Helena, Mont., in an open letter to 
all station owners, a copy of which 
was sent to Senator Warren G. Mag- 
nuson (D-Wash.), chairman of the 
Senate Commerce Committee, and to 
Senator John O. Pastore (D-R. L.). 
chairman of its communications sub- 
committee. 

An anti-trust suit was filed by the 
Justice Department in August against 
11 western tv stations, seeking $1.5 
million in treble damages. If the catv 
industry wins the suit, “they will not 
only close these stations down, mak- 
ing themselves the sole distributors of 
network programs in four states, 
but they will be in a position to con- 
trol network programming itself,” Mr. 
Craighead warned. 
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Tw (Continued from page 54) 


#3 shows that wrvs has 87-per-cent 
coverage in Dade county. The sta- 
tion, however, has better than 75-per- 
cent coverage in three additional 
counties. 

WTvJ claims 74-per-cent coverage 
of a single county several times larger 
than the single county in which the 
Herald has better than 50-per-cent 
penetration, Six additional counties 
have 25-49-per-cent tv coverage, and 


only one county in the market has un- 
der 25 per cent. But the Herald shows 
25-49-per-cent penetration in five 
markets and less than 25 per cent in 
another five. 

Mr. Davis of CBS-TV states, “Spot 
tv is in a much better position than 
the leading newspaper to deliver deep 
local-market saturation quickly, effec- 
tively and economically.” The rea- 
sons, he explains, are that tv starts 
with a much broader base of a mar- 
ket than an individual newspaper. 








A Station’s View of Tv Vs. Newspapers 


In Norfolk, Va., wavy-tv tackles the video-print problem from the 
premise that a tv commercial that is not seen will not sell a product any 
more than a newspaper ad that is not read. The situation becomes one 
of first determining the total number of persons each medium reaches 
in the Norfolk-Portsmouth-Newport News area, and then ascertaining 
the number of persons exposed to representative ads in each. 

The largest daily newspaper in the area is the Virginian-Pilot, circula- 
tion 107,054 families. Total circulation for wAvy-Tv, using a figure cred- 
ited to it by “a leading advertising agency,” is 253,800 households. Ac- 
tually, the station’s potential audience, it notes, is represented by all tv 
sets within its coverage area—418,770. Using the more conservative 
figure, the tv station delivers to an advertiser 137 per cent more house- 
holds than the newspaper. 

Within the Norfolk-Portsmouth-Newport News metropolitan county 
area, the Virginian-Pilot delivers 90,576 (circulation) of the area’s 213,- 
000 households. The penetration of the newspaper is thus put at 42 per 
cent. (No circulation is claimed for the newspaper in Newport News coun- 
ty.) In the same area, 90 per cent of the households own tv receivers, and 
93 per cent of these watch wavy-Tv during any week. The station claims 
a circulation of 178,280 families for a penetration percentage of 84, 97 
per cent greater than that of the paper. 

In the home town of the Virginian-Pilot, its circulation is 74,579, de- 
livering 45 per cent of 163,200 households in Norfolk-Portsmouth. 
WAVY-TV shows a penetration of 84 per cent in the same area, delivering 
136,600 households—for an 83-per-cent advantage over the paper’s cov- 
erage. 

The station next compares information on readership of ads in the 
Virginian-Pilot with Nielsen data on tv viewing. The newspaper survey 
was conducted by Publication Research, Inc. 

According to the research firm, the median average ad in the survey 
issue of the paper was a 4014-inch ad which attracted 10,280 women 
who saw or read it. The median average commercial quarter-hour on 
WAVY-TV attracted 52,560 women viewers. The tv station therefore claims 
an “attraction” figure 411 per cent greater than that of the newspaper. 
Similar results appeared when male audiences were compared. 

From a statistical viewpoint, WAVY-TV documents its statements with 
a complete list of sources. While admitting the presentation is not a com- 
parison of the sales effectiveness of each medium, as both have their 
share of success stories, the station believes the evidence shows advertisers 
in its market can reach more families—at less cost—with tv than with 


newspapers. 





Donald Boyce (l.), formerly com- 
mercial and regional sales manager 
of wsEE-Tv Erie, has been named 
station manager. At the same time 
Edward G. Zellefrow, chief engineer 
of the station, has been named tech- 
nical manager. Both men are veteran 
broadcasters and have been with 
WSEE-TV since it went on the air five 
years ago. 
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Secondly, the greater number of news- 
papers (than tv stations) tends to 
divide the attention of the audience. 
Thirdly, tv is so compelling an attrac- 
tion that even periods of low viewing 
reach as much as 50 per cent of a mar- 
ket in a week and 75 per cent in a 
month. Finally, with prime-time spots, 
weekly audience can approach or ex- 
ceed 90 per cent in a month. 

While the idea of “total selling”— 
promoting an entire medium on its 
own merits, rather than through 
pointing out competitors’ flaws—has 
been advanced on several sides, com- 
parisons must be drawn for an accu- 
rate picture. The ever-increasing use 
of tv by the country’s leading adver- 
tisers testifies to their faith in the 
medium, both on a national and local 
level. Documented success stories 
eccur in the medium regularly among 
even the kind of local advertisers who 
once were considered strictly the cus- 
tomers of newspapers—department 
stores, automobile dealers, women’s 
fashion shops, etc. Thus, tv seems in- 
creasingly able to offer advertisers not 
only the “numbers game” (with num- 
bers far greater than any the news- 
papers have come up with), but the 
proof—in dollar expenditures by pres- 
ent clients and in sales results—that 
the medium is being successfully used, 
and the indications are that it will 
be used to a greater extent in the 
future. 
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MORE ON MCA. In the last issue, 
this column gave a sneak peek at the 
inside of the first offering to the pub- 
lic of shares in MCA, Inc., the fabu- 
lous talent agency of the entertainment 
industry. 

Now it’s possible to give a more de- 
tailed report on this company, which 
for years has been both praised and 
castigated throughout the motion-pic- 
ture and tv worlds. MCA was founded 
in 1924 by Jules C. Stein as an artists’ 
representative for various branches 
of the amusement industry. The na- 
ture of the business changed gradual- 
ly over the years, and by the early 
50s the agency had become a focal 
point of a good part of the industry’s 
activities. 

It is now engaged in the output of 
tv series and currently owns approxi- 
mately 1,657 tv negatives. In addi- 
tion, it has acted as co-producer on 
some 525 additional tv shows. Usual- 
ly these latter shows are ones in which 
a name actor, writer or producer con- 
tributed the creative element to the 
series and took a producer position 
to make a capital gains profit instead 
of the traditional salary. 


All but 100 of that 1,657 total are 
half-hour programs, and most of them 
have been seen at least once on a na- 
tional network. In addition, seven new 
series, including Coronado, Johnny 
Staccato and Laramie, are being pro- 
duced for the 1959-60 season. Of the 
co-owned shows all but 35 are half- 
hour programs. Currently MCA is co- 
producer (usually holding a 50-per- 
cent interest) of Bachelor Father, 
Deputy, Johnny Midnight, Markham, 
Shotgun Slade, Riverboat and Whis- 
pering Smith. 


LITIGATION UNDERWAY. There’s 
an ironic touch in the prospectus on 
the MCA offering, which notes that the 
business of producing and distribut- 
ing tv films is very speculative and 
highly competitive. And it’s noted 
that the business of representing ar- 
tists is also extremely speculative and 
that there are other firms in the same 
field. On the next page it’s noted that 


Wall Street Report 








the Department of Justice has been in- 
vestigating MCA on alleged violations 
of the Federal anti-trust laws by tal- 
ent agencies. 

Meanwhile, the Musicians Guild of 
America has made MCA party to a 
private anti-trust suit against the 
American Federation of Musicians, 
the tv networks and others, in which 
damages of $3,650,000 are charged. 
The company’s counsel is confident 
there’s no merit in either of these suits. 

The degree of MCA’s activity in 
this field was illustrated in February 
of this year when it purchased for 
$11,250,000 the Universal-Interna- 
tional Studios in Universal City, 
Calif. A portion of the studio space 
was leased to Universal Pictures for 
a 10-year period at a minimum annual 
rental of $1 million. MCA then pro- 
ceeded to start construction of addi- 
tional facilities at the studio for a cost 
of $4 million. 

Through its domestic subsidiary, 
MCA TV, Ltd., the company distrib- 
utes its films throughout the United 
States, Canada, Australia, Great Brit- 
ain, France, Germany, Japan and 
Mexico, ‘among other countries. 
Through this same subsidiary the 
company is distributing for tv use 700 
films made prior to 1948 by Para- 
mount Pictures. Paramount sold these 
films for $50 million, with $10 mil- 
lion down payment, $25 million pay- 
able in fixed installments, and $15 mil- 
lien additional as the proceeds de- 
rived from the rental of those 700 
films moves past an agreed figure of 


$51,250,000. Thus the $35 million 


Income and Retained 


1959 1958 1957 1956 
(6 months) 
Income from tv film $25.7 mil. $38.6 mil. $30.4 mil. $23.7 mil. 
Agency commissions $4.2 mil. $8.8 mil. $8.4. mil. $7.6 mil. 
Divisions $243,804 $24,678 $58,435 
Other income $197,381 $712,467 $621,087 $694,289 
Net income $2.4 mil $4.3 mil. $4.1 mil. $2.7 mil. 
Retained earnings $17.1 mil. $14.7 mil. $10.6 mil. $6.6 mil. 
Earnings per share $.67 $1.18 $1.12 $.74 
Dividends per share $.03 $.02 $.02 
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guaranteed figure must be paid to 
Paramount by 1970. As of June 30, 
1959, agreements had been made pro- 
viding for approximately $50 million 
in unbilled rentals on these films. 


STOCK SPLIT. Before it decided to 
offer 400,000 shares to the public, the 
company went through a corporate re- 
organization by which all of the five 
separate divisions, previously separate 
companies, were brought together in 
one corporate structure. MCA plans 
to use $6.2 million of the proceeds of 
the stock sale to reduce the company’s 
short-term bank indebtedness, and the 
balance is to be added to working 
capital. 

When the sale is completed, MCA 
will have five million shares of com- 
mon stock authorized, of which 3.9 
million shares will be outstanding. 


Earnings Statement 
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Advertising’s “classified buying-directory” 
now provides these added user-advantages: 
ALL 


More information per page (8 columns of buying information 
before them every time they open SRDS). 
OCTOBER ISSUES Pas 
Better flow of buying information from page to page with less 
interruption, because fewer editorial fillers will be required. 
IN THE NEW 


More Consumer Market Data (the fourth column permits 
additional market data tables). 


co NVE " I = NT Market and media data revamped and regrouped for easier use. 
' A less bulky “buyer’s directory” (easier to carry, easier to 
SHAPE AND SIZE file, easier to use . . . it lies flat). 





SRDS IS HERE 
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Soteumsn Aegd was. 


Starting October, i959 


Exactly the same as before, except for one more column per page. (Over-all size 10%.” x 11”.) 


7 
Standard advertising page still 7” x 10”, same as before. 
A WORD FROM THE PRESIDENT 
“The new, easier-to-use 4-column format is the most important advance in arrangement 
of listed data since 1920. That’s the year we went from tabular form, with media data reading 


from left to right across the page, to the present, improved columnar form. 


The 4-column make-up is the 20thmajor improvement in SRDS Service to the media-buying 
function since it was founded in 1919. How many of them can you remember? 
Glad to send you a list if you’d like to check them off.” 


C. Laury Borruor, President 


STANDARD RATE & DATA SERVICE, INC. 
© @ i ma 


the national authority serving the media-buying function 
1740 Ridge Avenue, Evanston, Illinois 





Sales Offices: Evanston, New York, Los Angeles, Atlanta 













POI 
IN THE 
ORIGINAL 


Let’s face it, color quality is best attained in the original reel. Attempts to correct spectral warps 
in later generations should be minimized. 

If you are under the illusion that “you can’t always get ideal color balance in the original,” you 
should give serious thought and careful testing to 16mm Ansco Professional Camera Film Type 242. 
Type 242 is a low contrast, fine grain color stock designed specifically for camera use. It produces 
the finest possible print-through characteristics. 

In addition, Type 242 will consistently give flesh tones and red renditions that are markedly 
superior. 

And there’s only one way to find out about Type 242. . . by using it! 

In comparison tests with other materials you will get significant improvements in color quality 
. . . you will know the difference and so will your customers! 

Ansco, Binghamton, N. Y., A Division of General Aniline & Film Corporation. 
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TELEVISION AGE 


I" 1954-55 and early °56, the Chat- 
tanooga Medicine Co. used infre- 
quent spot schedules in various south- 
ern markets for its Black Draught 
laxative. For the past few years the 
product has been out of tv, concen- 
trating solely on radio schedules. 
Starting next month it returns to tv in 
what is referred to as a “test,” but 
involves some 30-week placements of 
day and night minutes, 20’s and ID's 
in‘ several markets. What brought 
Black Draught back into the medium ? 

“It was a matter of coverage,” said 
timebuyer Bob Turner at Cohen, 
Dowd & Aleshire, Inc.. New York. 
“We went out of tv not simply be- 
cause of cost, but because we just 
couldn’t get the coverage in the area 
to reach enough customers.” 

Noting that the picture down south 
has changed considerably in the in- 
terval, he stated that “we now find we 
can buy one ty station to cover a mar- 
ket where we previously had to buy 
10 radio stations.” In addition to the 
obvious advantages of video’s com- 
bination of sight and sound, such buy- 
ing cuts down on much paperwork, 
monitoring, etc. 

“One of the main things,” said ac- 
count executive Harry B. Cohen Jr., 
“that influenced our decision was our 
reliance on the Nielsen Coverage 
Service data. With NCS #3 showing 
a significant increase in tv coverage in 
our markets, and with our own re- 


search figures compiled here at the 


a review of 
current activity 
in national 
spot tv 


agency, we felt confident that the tv 
move was a wise one.” 

A second agency used by Chatta- 
nooga, Noble-Dury & Associates, Inc., 
of Nashville, has regularly used tv 
for the company’s Soltice cold rem- 
edies and recently completed new 
films for the fall drive. The cold prep- 
arations, however, aim for a much 
wider, less specific audience than 
Black Draught laxative. 


The toy field continues in a period 
of hopeful, speculative watchfulness. 
Several firms planning to enter spot 
for a few weeks before Christmas note 
they're having difficulty finding avail- 
abilities. Others claim to have had or 





Mogul Williams & Saylor timebuyer 
Ed Tashjian handles schedules for 
Revlon cosmetics, Esquire shoe _pol- 
ish and Regina sweepers. 






OCTOBER 19, 1959 








REPORT 


expect little trouble. Some adver- 
tisers, fearful of being shut out of im- 
portant markets, raised their budgets 
and started schedules a month early 
in order to continue to the holidays. 
At least one of these reports indiffer- 
ent sales results thus far and wonders 
if the right move was made. Another 
in the same category says that sales 
for a period so far before Christmas 
are good and building steadily. (This 
company, though, is using about three 
times the weekly frequency of the 
other.) 

As one advertising manager put it: 
“If we all knew the secret of when to 
start our schedules and how many 
spots to use to sell out, spot buying 


would be Utopian.” 


ALLEN PRODUCTS CO., Div. 
Foods International 
(Weightman, Inc., Phila.) 


This firm’s ALPO dog food made its 
initial entry into tv this past summer in 
about 10 markets and returned to 

New York, Boston, Philadelphia, 
Baltimore, Cleveland and Chicago for a 
fall campaign which kicked off last 
month. Eight weeks of minutes, 20's and 
ID’s are running in both day and night 
slots. Tv-radio director Leonard Stevens 
is the contact. 


AMERICAN TOBACCO CO. 
(BBDO, New York) 


The first major spot campaign for 
LUCKY STRIKE in a long while starts 
late this month in 50-60 top markets. 
Primarily ID’s will run in strong 
schedules until early December. _ It’s 
speculated that good results could mean 
an expansion of the market list. 

Hope Martinez is the timebuyer. 
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says Ward D. Ingrim, Pres. 


KTVU 


SAN FRANCISCO-OAKLAND, 
CALIFORNIA 


To put real backbone in a 
station’s feature film pro- 
gramming, you can’t beat 
the Warner Bros. fea- 
tures. Writes Mr. Ward D. 
Ingrim: 


“We bought the bulk of the 
Warner Bros. library—over 
500 pics—before going on 
the air in March of ‘58. That 
was one of the big reasons we 
were able to get off to a fine 
start and make a strong and 
continuing impression in this 
four station market.” 


ARB ratings tell why so 
many stations share 
KTVU-TV’s enthusiasm 
for Warner Bros. features. 
The top flight Hollywood 
stars and top notch films 
swamp competition in day- 
time or nightime show- 
ings. Audiences love ’em. 
Sponsors love ’em. And 
you'll love the profits they 
produce. Call us today! 


Ud... 


UNITED ARTISTS ASSOCIATED, inc. 


NEW YORK, 247 Park Ave., MUrray Hill 7-7800 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, ISI! Bryan St., Riverside 7-8553 

LOS ANGELES, 400 S. Beverly Dr., CR 6-5886 
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At Dancer-Fitzgerald-Sample, Inc., 
New York, Phil Tocantins is a time- 
buyer on the General Mills, Inc., ac- 


count, 





BANKERS LIFE & CASUALTY 
co. 
(Phillips & Cherbo, Inc., Chicago) 


This insurance company reportedly plans 
a brief test of spot in about six selected 
markets this month. It has used some 


previous schedules for its WHITE CROSS 
plan. Virginia Landgraf is the 
timebuyer. 


HAZEL BISHOP, INC. 
(Raymond Spector Co., Inc., N. Y.) 
This cosmetics firm, which has been very 
quiet in spot throughout most of the 
year, starts a test in a few southern 

and midwestern markets about issue 
date. Filmed minutes in pretty good 
frequencies will run in nighttime slots 
for 13 weeks. Eleanor Rainer is the 
timebuyer. 


BOWMAN DAIRY Co. 

(JWT, Chicago) 

This dairy is expanding from the Chicago 
market to include Columbus and 
Louisville, and has set ID’s to run 
through April of next year from a start 
early this month. A number of stations 
will be used in each market. Further 
expansion is expected. Peggy Willebrand 
is the contact. 


BROWN & WILLIAMSON 
TOBACCO CO. 

(Ted Bates & Co., Inc., N. Y.) 

In preparation for a full-scale introduction, 
LIFE cigarettes are reportedly taking 
over all B&W schedules in a number of 
markets. As reported earlier, the 





Program Profile 

Film: ABC-TV; 9-9:30 p.m. EST 
Thu. (8:30-9 Sat. during summer). 
Opposite Zane Gray Theatre CBS- 
TV; Bachelor Father NBC-TV. Car- 
ried on 183 stations. Stars: Barbara 
Billingsley, Hugh Beaumont, Jerry 
Mathers, Tony Dow. 

Sponsors: Ralston Purina Co. 
with Dog Chow; Miles Laboratories 
with One-A-Day vitamins, Alka- 
Seltzer; Associated Products with 5- 
Day deodorant pads. 

Ralston Purina cumulative gross 
time billing for the show January 
through May 1959: $378,590. Gard- 
agency; Patricia 
Schinzing, timebuyer. (Ralston 
Purina also participates in: on ABC- 
TV—Bold Journey, The Rifleman). 

Miles Laboratories cumulative 
gross time billing for the show Janu- 
ary through May 1959: $677,640; 
estimated spot expenditure first quar- 
ter 1959: $2,024,800. Geoffrey Wade, 
agency; Robert E. Dwyer, senior ac- 
count executive. (Miles also partici- 
pates in: on ABC-TV—Mickey 
Mouse Club, The Rifleman, Walt 
Disney Presents, Wednesday Night 
Fights; on CBS-TV—As The World 
Turns, Edge of Night, Jimmy Dean 
Show; on NBC-TV—Concentration, 
It Could Be You, The Price Is Right, 


ner Advertising, 


LEAVE IT TO BEAVER 


Queen for a Day). 

Associated Products just joined 
show. Grey, agency; Irene Levy, 
timebuyer. 

Production: Harry Ackerman, 
executive producer; Gomalco Pro- 
ductions, Hollywood, origination; 
Joe Connelly, Bob Mosher, creators, 
producers, writers; Norman Tokar, 
director. 


Format: Family comedy series, 
focusing on the humorous world of 
two young boys. 


Ratings: January-March average 
total audience, Nielsen: 22.1. 





“CHICAGO, HUH? 
WHERE WERE 
YOU BETWEEN 6 PM 
AND MIDNIGHT?” | 





dL 





“WATCHING 
WNBQ!"”" 





From 6 PM to Midnight, Monday through Friday—when Chicago’s largest audiences are 
watching television—WNBQ's average share of audience is 34%. The next station’s is 26.7%. A 
27% lead for WNBQ* WNBQ- CHANNEL 5 IN CHICAGO NBC Owned: Sold by NBC Spot Sales 


*ARB, Aug. 1959 





brand also set placements of its own to 
run about 26 weeks. Nighttime minutes, 
20’s and ID’s are used. Ted Powell 

is the buying contact. 


BURRY BISCUT CO. 
(Weightman, Inc., Phila.) 

Having used New York, Boston and 
Washington through the summer with 
animated minutes and 20’s on its 
cookie line, this company recently 
over a bakery which makes wheat- 
bread wafers and plans to introduce the 
product through spot in the afore- 
mentioned markets—as well as Baltimore, 
Pittsburgh and Philadelphia. The 
campaign should begin in late fall or 
early winter. Tv-radio director Leonard 
Stevens is the contact. 


took 


CHANEL, INC. 

(Norman, Craig & Kummel, Inc., 
B. 2.) 

At press time plans were not finalized 
yet for this perfume company’s 
pre-Christmas drive, but the word was 
that it will be greater than last year’s— 
in which 10 top markets ran three-week 
schedules of 20’s and ID’s just before 
the holidays to expend a $200,000 
budget. Filmed spots will be used. 
Inez Aimee is the buying contact. 


CHATTANOOGA MEDICINE 
co. 

(Cohen, Dowd & Aleshire, Inc., 
N. Y.) 

BLACK DRAUGHT, a tonic which hasn't 
used tv spot in several years, is moving 
from radio to the visual medium in some 
of its southern markets. Day and 

night minutes, 20’s and ID’s are set 

to start early next month for about 


Bob Turner 


26 weeks in a “test” effort. 
is the timebuyer. 


CORNING GLASS WORKS 
(N. W. Ayer & Son, Inc., Phila.) 


As noted here Aug. 24, a fall campaign 
on this company’s CORNING-WARE 
line of cooking utensils will cover a 
group of markets in support of network 
schedules. Filmed minutes in day and late- 
night slots are being bought for a start 
this month, with a new line of 
electric cookware to be introduced in 
some areas in a holiday-gift promotion. 
Jack Hill is the timebuyer. 


DUTCH MASTERS CIGAR CO., 
INC, 


(Lennen & Newell, Inc., N. Y.) 


About 20 top markets get schedules late 
this month for MURIEL cigars, with 
ID’s running in nighttime slots for 
about six weeks. Len Tarcher is the 
timebuyer. 


EMENEE INDUSTRIES 


(Dunay, Hirsch & Lewis, Inc., 

w. ass 

The fall campaign noted here July 13 
got under way as scheduled last month 
in a few more markets than originally 
expected—making for a total near 25- 
with filmed minutes running for 10-15 
weeks until Christmas. While kid show 
availabilities are used, daytime and 
various movie slots are also bought, in 
order both to avoid the children’s 
programming jam of advertisers and to 
reach a family audience that will go for 
some of the higher-priced musical toys 
in the EMENEE line. Frances Oster 


is the timebuyer. 





| ch. 7 Traverse City 


Enjoying one of the Dodger-White Sox games at the World Series party given 
by the Time-Life stations at the Berkshire Hotel in New York are (I. to r., sit- 
ting) Paula Schapiro, MacManus, John & Adams; Bill Schroeder, general 
manager, Woov-TV Grand Rapids; Anita Wasserman, Lawrence C. Gumbinner, 
and (I. to r., standing) Bob McGinity, the d Con Co.; Mike LaReau, sales man- 
ager, woop; Jack Cummings, MacManus, John & Adams; Jack Boyd, the d 
Con Co., and Ed Codel, vice president, the Katz Agency. 


WPBN-TV WTOM-TV 


ch. 4 Cheboygan 


PAUL BUNYAN 


Television & Radio 


NETWORKS 


Take 














Effective Immediately: 


Venard, Rintoul 
& McConnell 


BECOME OUR 
National Representatives 


THEY KNOW OUR STORY! 


WATZ 
1450 KE 250 watts 
Mipese 
WATC 
900 XC 1000 watts 
Gaylord 


wrem 
1400 KE 250 watts 
Traverse City 
WMBN 
1340 KE 250 watts 
Petoskey 


WATT 
1240 KC 250 watts 
Cadillac 


October 19, 1959, Television Age 65 











W. B. EVANS, INC., Div. Foods 
International 
(Weightman, Inc., Phila.) 


Another advertiser who made his tv 
bow this past summer was this maker 
of flavored dessert toppings. Successful 
results are reported from brief place- 
ments of filmed minutes, 20’s and ID's 
in New York, Philadelphia, Baltimore 
and Washington. The company plans to 
return to those areas and possibly 
Pittsburgh with a holiday-meals 
schedule shortly. Tv-radio director 
Leonard Stevens is the contact. 





Wanted 


EXPERIENCED 
ESTIMATOR 
FOR NEW YORK 
AAAA AGENCY 


BOX 477 





EX-LAX, INC. 
(Warwick & Legler, Inc., N. Y.) 

The usual renewals have been made for 
the various EX-LAX schedules running 
in about 15 major markets. The 
placements of minutes, 20’s and ID's will 
continue through the end of the year. 
Jim Kearns is the timebuyer. 


FELS & CO. 

(Aitkin-Kynett Co., Phila.) 

As has been noted previously, the 
policy here is one of gradual but steady 
expansion into new markets. Minutes, 
20’s and ID’s are running continually 
in about 40 markets in states across the 
northern half of the country. Schedules 
are set for 13 weeks. Alan Bobbe 

is the timebuyer. 


J. A. FOLGER CO. 

(Cunningham & Walsh, Inc., N. Y.) 
Early this month, FOLGER’S regular 
coffee began a six-to-nine-week campaign 
in a small list of secondary markets in 
its regular areas. Prime-time 20’s and 
ID’s run on frequencies ranging from 
four to 10 spots per market. A similar 
drive on the company’s instant coffee 


is planned to break about issue date. 
Al Randall is the timebuyer. 


FOSTER-MILBURN CO. 

(Street & Finney, Inc., N. Y.) 
DOAN’S PILLS continues to renew in 
the few markets it has used regularly 
for some time, setting placements of day 
and night minutes for varying lengths of 
time. No expansion or major change 

of strategy is foreseen. Tv-radio director 
Helen Thomas is the contact. 





Tom Leahy, veteran radio and tele- 
vision executive, has been appointed 
promotion manager of KTVH Wichita- 
Hutchinson, it has been announced 
by general manager Dale Larsen. Mr. 
Leahy has served as a sportscaster, 
disc-jockey and salesman during his 
16 years in broadcasting. 





G. H. P. CIGAR CO., INC. 
(Compton Adv., Inc., N. Y.) 

A new campaign for EL PRODUCTO 
cigars gets under way late this month 
in a small group of selected top markets, 
About 10 weeks of minutes run in 
nighttime news and sports shows. 
Harry Moline is the timebuyer. 








Experienced 
timebuyer 
wanted for 
major 
agency. 


We 


Send complete 


resume to 


TELEVISION AGE 
Box #476 














MIKE LA TERRE and JIM GESS- 
NER, timebuyers at J. Walter Thomp- 
son, New York, are leaving the agency. 
Mr. La Terre is joining NBC-TV as 
media specialist on paticipating pro- 
grams. Also at JWT PETER CHASE 
has been promoted from timebuyer to 
account representative. 

MARVIN RICHFIELD, who’s been 
all-media buyer at Warwick & Legler 
for the past year and a half, has gone 
to Erwin Wasey, Ruthrauff & Ryan, 





MR. RICHFIELD 


New York as_ media _ director. 
all-media buyer at Kenyon & Eckhardt, 
replaces Mr. Richfield. 

HERB WERMAN, 


timebuyer on 





Personals 


CHARLES KAUFMANN, previously 


Peter Paul Candies and Dentyne at 
Dancer-Fitzgerald-Sample, New York, 
has moved to Grey as timebuyer on 
Chock Full ’O Nuts, Hoffman Soda 
and Kruger Beer. WALTER HARVEY 
has moved from the media department 
of Dancer to the program department. 
Replacing him as buyer on Falstaff is 
ROY TERZI. 

PETER KARP, formerly media di- 
rector at Smith, Hagel & Knudson, has 
gone to Chester Gore, New York, in 
the same capacity. 

BOB SYERS has been promoted to 





MR. SYERS 


timebuyer at Batten, Barton, Durstine 
& Osborn, New York. He'll be buying 
on Du Pont. 
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Buyer Profile . . . 


446 Advertising through children’s 

shows on television to sell 
even adult products is an extremely 
effective sales method,” says Mort 
Reiner, group timebuyer specializing 
in children’s television at Hicks & 
Greist, New York. 

Mr. Reiner advocates this method 
and points out that he chooses a chil- 
dren’s show not necessarily on the 
basis of its ratings. “We find,” he 
says, “the most important factor is a 
believable personality, someone the 
kids feel they belong to, whose advice 
they'll take, not just some joker who 
may be amusing but who’ll have an 
indifferent effect. 

“We test our shows continually by 
offers or label pulls. This kind of test- 
ing really works. We can see immedi- 
ately if a personality is not drawing. 
And we often find that a show with 
a low rating can bring in 500 re- 
sponses a week, whereas a high-rat- 
ing show may bring none.” 

Mr. Reiner is young and single, a 
native New Yorker and a 1959 gradu- 





SOLE RY ee Pgs ee 


MORT REINER 


. . . - 





ate of Syracuse University, where he’d 
majored in advertising. In his first 
career years he went from Pedlar & 
Ryan to Biow and then to Product 
Services. He next became tv director 
of Glamorene and then rejoined Prod- 
uct Services as media supervisor. He 
came to his present position in July 
of this year. 

Hicks & Greist has found kid-show 
placing to be highly effective in mov- 
ing not only such products as E-Z 
abe popcorn and Cocoa Marsh, but 


ERR LL SULIT TT 


GENERAL FOODS CORP. 
(Foote, Cone & Belding, Inc., N. Y.) 
A new product from this company, 
MINUTE. SLICED POTATOES, is slated 
for introduction this month. Plans were 
not completed at press time, but the 
product is not in full national distribution 
and will therefore be using local 
schedules, similarly to the policy followed 
on other new GF items. The new-product 
placements will be in addition to 

those recently bought for Minute 
mashed potatoes. Peter Bardach is 
senior buyer on the account. 


GERBER PRODUCTS Co. 
(D’Arcy Adv. Co., N. Y.) 

A group of nine selected top markets 
just began schedules the middle of this 
month for GERBER’s baby foods. Daytime 
20’s will continue for about 18 weeks. 
Fran Velthuys is the timebuyer. 


GEORGE W. HELME Co. 
(KHCC&A, New York) 


The first buy for this company since it 
moved from Cunningham & Walsh 





also La Rosa and Stahl-Meyer prod- 
ucts. 

“Get them while they're young,” 
Mr. Reiner emphasizes. “Get them 
brand-conscious and they'll not only 
influence their parents, but there’s a 
good chance they'll grow up to brand- 
loyal purchasers.” 


ee a ai : ' 3 


WRGB IS TOPS 


i 




















WRGB . . . the top TV buy delivers this top market. 
3 > WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 
Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 
Albany ... Schenectady... and Troy 
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kicked off early this month in mee LANDERS, FRARY & CLARK 
than a dozen of its usual southern 4 i ; . 
markets. Minutes in early morning and (Goold & Tierney, Inc., N. Y.) 
evening slots run to reach users of The first of this month saw a 10-week 
snuff for about 10 weeks. Dorothy 


Cl ln ahead “ pre-Christmas schedule start on WNTA-TV 
slasser is the timebuyer. 


New York for this firm’s line of electric 
CHARLES B. KNOX GELATIN coffee-makers, hand mixers and can 


co. openers. Minutes and 20’s in day and 


(Charles W. Hoyt Co.. Inc., N. Y.) night slots run on a 30-spots-per-week 
Coming in again with a campaign frequency. A few other markets were 
stressing the use of KNOX gelatin to being considered for similar placements 
prevent fingernail-splitting, the agency 
has set a six-week schedule of day and 
night 20’s and ID's to start about issue : , . ; 
date in eight top markets. Doug Humm are on video tape. Louisa Vass is 
is the timebuyer. the timebuyer. 


to start soon. Last year Cleveland and 
Los Angeles were used. Commercials 


In an expansion of the KTTv Los An- 
geles sales department John Vrba 
(front center) vice president in 
Ww h a t ’ S n e Ww i n Y re k j m re | ? charge of sales, named Charles Young 
(l.) national sales manager, James 
Hoffman (c. rear) assistant national 
sales manager, and Robert Bennett 


(r.) local sales manager. 
e,;? Bed [) H. W. LAY & CO., INC. 
it Ss «6 & (Liller, Neal, Battle & Lindsey, Inc., 











New Orleans) 


In a group of southern markets regularly 


. * used by this firm, LAY’s potato chips 
the All New Look in Yakima will kick off a 26-week series of minute 


participations in teen-age dance programs. 





The schedules start early next month 
on varying frequencies. Pat Clark 


\\SobcsibialillialesaL/ is the timebuyer. 

>a foi THOMAS J. LIPTON, INC. 

ey * (SSC&B, New York) 
Buying activity was under way for 
LIPTON’S tea, the first from this 
agency, which recently acquired the 
account from Y&R. The campaign 
strategy appears much as in the past 
with a large number of national markets 
getting primarily night minutes and 20’s, 
for the customary six-eight-week runs. 
Bob Anderson is the timebuyer. 





Chicago Group 
= ." In Chicago, the Agency Media 
A i ss a i IS Group set its plans for 1959-60 and 
“GIANT OF THE COLUMBIA BASIN EMPIRE’ | _ elected new officers and a board of di- 


rectors. As president, the organiza- 


Now you can tell your sales message . as | tion chose Reginald Dellow, vice pres- 


ident and director of media, Grant 


% 171,500 people, anxiously waiting to watch this 


: i Adv., Inc.; as vice president, Richard 
channel when it goes on the air in October. 


L. Rogers, media director, John W. 
* An area that has over $252,840,000 Shaw, Inc.; as secretary, Dolores 
buying income. Hagedorn, media buyer, Keyes, Mad- 
% An audience that spent $195,352,000 last year den & Jones; as treasurer, Harry C. 
in retail sales. Pick, print media supervisor, E. H. 
Weiss & Co. 


Elected to the board were Howard 

VN a Rose, vice president and director of 

K N D @) K A N D @) T B E TT E R media, The Buchan Co.; Katharine 
FitzSimmons, media buyer, McCann- 
Erickson; Joan T. Blackman, media 
CALL WEED TELEVISION — National Representative buyer, K&E; Elaine Kortes, media 


Top ABC Show Adjacencies Available NOW! manager, Marsteller, Rickard, Geb- 
op I — hardt & Reed, Inc. 


A minimum of duplication with realistic rates! 
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The spot medium, too, 
has become the standard 

of suitability to 

virtually every advertiser 

in the country. 

No other medium 

is so well fitted 

to match the exact 
requirements 

of every marketing situation. 
How else can you 

take instantaneous advantage 


of sudden weather changes, proverbial 


or so closely follow 

the flow and ebb of seasons . 
across the face of America? & 1t 
H-R salesmanship, too, 
is custom tailored ¥ 3 


to the specific situations 
of each station it represents. * ‘ 


Our salesmen’s rs ‘ ' 
hand-in-glove cooperation ; 
with station management e 

makes for a personal service _ 
selling-power that ¢ ‘ % 
habitually breaks & 


through billing quotas. 


a ‘ 


e a 


“We always send a man 

to do a man’s job” 

#0 HAR Television, Inc. 
Representatives 

New York 

Chicago 

San Francisco 

Hollywood 

Dallas 

Detroit 

Atlanta # 

Houston 4 

New Orleans 

Des Moines f 
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RATES y Ae 


AMONG THE TOP 
ONE HUNDRED TV MARKETS 


SOURCE: TELEVISION MAGAZINE 


the friendly 
Lion. says... 













“YOU GET THE LION’S 
SHARE OF RICH 
AGRICULTURAL AND 
INDUSTRIAL MID*AMERICA” 


Shoot Dead Center 
for SALES POWER! 





ae) 





YES, STRAIGHT SHOOTIN’ 
RIGHT INTO 365,000 
HOMES IN THE HEART 

OF MID*AMERICA’S 
AGRICULTURAL AND 








INDUSTRIAL MARKETS 


REPRESENTED BY H-R TELEVISION INC. 
J. M. BAISCH GEN. MGR. 
W RE x-rVv 


oe FG 
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THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 


Although the tea part of this account 
moved to another agency, Y&R continues 
to handle LIPTON’S soups. Activity 

is reported on the soup line, with filmed 
minutes in daytime slots scheduled. 
Lorraine Ruggiero is the timebuyer. 


MEGS MACARONI CO., Div. 


Foods International 
(Weightman, Inc., Phila.) 


As planned after its successful summer 
campaign in j 


five major areas, 
PENNSYLVANIA DUTCH noodles 
returned last month to New York, 
Philadelphia, Washington, Baltimore 

and Pittsburgh, and added Harrisburg 
and Scranton-Wilkes-Barre. Minutes, 
20’s and ID’s featuring a humorous 
“Dutchman” run in day and night slots 
on an eight-week placement. Tv-radio 
director Leonard Stevens is the contact. 


NATIONAL CRANBERRY 
ASSOCIATION 
(BBDO, N. Y.) 


While things weren’t set definitely from 
the agency’s standpoint, past records 
indicate there should be action shortly 

for this company’s OCEAN SPRAY 
cranberries. Former policy has been 

to set about 10 weeks of pre-holiday 20's 
in a small group of top markets. 

| Frequencies are generally light. Trow 
Elliman is the timebuyer. 


NATIONWIDE INSURANCE CoO. 
| (Ben Sackheim Co., N. Y.) 
Although reported earlier as considering 


buys of five-minute news-weather shows, 
| this firm hasn’t found what it wanted 








Among those hosted by KELo-Tv Sioux Falls, wLoL Minneapolis and xso Des 
Moines at the stations’ eighth annual World Series party, held at New York's 
Hotel Warwick, were (I. to r., standing) Tony Moe, kso; Joe Devlin, Dancer- 
Fitzgerald-Sample; Peter Holland, Lennen & Newell; Martin Herbst, Dancer- 
Fitzgerald-Sample; Joe Floyd, KELo-tv; Larry Benson, WLOL, and (l. to r., 
seated) Kel-O-Land model Marion Werger; Ed Fleri, BBDO; Elenore Scan- 
lan, Street & Finney, and Frank Silvernail. Winner of a mink stole awarded 
at the party, Julie Brown, vice president of Compton, displays her prize (below) 
to Elisabeth Beckjorden, network representative of KELO-TV. 








Lawmakers O.K. Tv 


WsFA-TV Montgomery has won 
a long struggle to cover pro- 
ceedings of the Alabama legis- 
lature with its electronic equip- 
ment. A_ resolution recently 
passed by that state’s House of 
Representatives gives the tele- 
vision camera equal access with 
newspapers for the first time. 

WSFA-TV cameramen are now 
allowed to film that body’s pro- 
ceedings, and sound may be 
picked up from the chamber’s 
public-address system. A simi- 
lar arrangement, worked out 
with Lt. Gov. Albert Boutwell, 
presiding officer of the Senate, 
allows sound-on-film cameras to 
go directly onto the chamber 
floor, provided Senators present 
authorize the action. 
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which didn’t surprise any of us in the least! 


NOR WERE WE SURPRISED TO FIND THAT MORE THAN 





— TWICE AS MANY VIEWERS WATCHED KHRUSHCHEV 














v MAKE HIS KEY BAY AREA ADDRESS VIA -oen inane 
von ’ 

(b) 34 
is KRON/TV THAN ON ALL OTHER 2 = 
ip others 4A 
tl SAN FRANCISCO TV STATIONS pear 
a ¥% Monday night, Septanies 21, all San 
ple- COMBINED. * n't ceaal Geet of Khreshchov’s 
sh omen. ; 
. just one more cast once again demonstrates KRON TV's 
oa examp le of how superior viewer-acceptance. 
pe complete viewer acceptance 


proves 


KRON is TVin SF 


EKRON /'I'Y san francisco 
San Francisco Chronicle « NBC Affiliate * Peters, Griffin, Woodward, Inc. 
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everywhere and set straight spot schedules 
in a small group of southern markets. 
Minutes and 20's start this week for 
about six weeks of primarily evening and 
nighttime placements. It’s still interested 
in program buys where available. 

Dick Goldsmith is the contact. 


PHARMA-CRAFT CORP., INC. 
(JWT, New York) 
The schedules of night and day minutes 


for COLDENE cough preparation kicked 





off early this month for six-to-eight 
weeks in top markets across the 
country. Last winter’s drive covered 
about 45 major areas. Paul Bures 
is the timebuyer. 


PLAYSKOOL MFG. CO. 
(Friend-Reiss Adv., Inc., N. Y.) 
This toymaker is using network programs 
such as Captain Kangaroo this fall, and 
is placing some spot in local Romper Room 
shows and others in a few top markets 





where additional exposure is needed. 
Minutes are set in light frequencies for 
about six weeks during the pre-Christmas 
period. Tv-radio director Bill Reese is 

the contact. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 


As it did last year about this time, 
CRISCO bought a large number 
of markets, with schedules of mostly 





The CBS-TV Spot Sales office in 
Chicago added John McCrory as an 
account executive. He served five 
years in promotion capacities with 
wcss New York and the tv spot sales 
department, and most recently was a 
member of the sales department of 
WCBS-TV. 

Three appointments to the Blair Tv 
sales staff in Los Angeles included the 
naming of Byington F. Colvig and 


BE 





MR. COLVIG 


Joseph Rank as account executives, 
with Richard Thacker appointed man- 
ager of sales service. Mr. Colvig most 


wroe ‘TV Selling the Rochester, New York, market 


Rep Report 
recently was with CBS Spot Sales in 
Chicago; Mr. Rank has been Blair’s 
sales service manager in Los Angeles, 
and Mr. Thacker has been with ABC. 
All three men will report to David 
Lundy, head of Los Angeles area sales. 

John M. Walker, formerly account 
executive with the Katz Agency and 
a salesman for WNBQ Chicago, has 
joined the sales staff of Daren F. Mc- 
Gavren Co., Inc., that city. 

James D. Bowden, formerly vice 
president-manager of the Chicago of- 
fice of John E. Pearson Co., opened 
a tv-radio representative firm under 
his own name in Minneapolis. Mr. 
Bowden served Pearson since 1951. 

In Dallas the Clarke Brown Co. 
added Bill Keys, who has worked in 
station time sales and as a tv-radio 
sportscaster throughout the southwest, 
as an account executive. 

Two promotions announced by 
Weed Tv Corp. were of Edward Podo- 
linsky, formerly manager of the firm’s 
St. Louis office, moving to the posi- 
tion of sales manager of the Chicago 
office, and Fred L. Edwards, who has 


been manager of the Dallas office, 
shifting to St. Louis in the same ca- 
pacity. The appointments are effective 
Nov. 1. 

Richard O'Donnell, formerly in the 
media department of Benton & Bowles, 
Inc., joined the New York tv sales 
staff of the Branham Co. 

Wilbur M. Fromm was recently ap- 
pointed manager of the new-business 
and promotion department of NBC 





MR. FROMM 


Spot Sales, having served since 1954 
as tv promotion supervisor and ad- 
vertising-promotion manager. 


GREATER COVERAGE in the thriving 13-county market surrounding Rochester, N. Y. is just one important 
reason why more and more advertisers select WROC-TV. Using a standard 25% cut-off point (based on 
number of TV homes in a county that view a station at least one night a week), NCS #3 shows the 
competitive channel adequately covering only seven of the 13 counties reached by WROC-TV. 


In terms of viewer homes reached daily, this means WROC-TV delivers to advertisers 42% more coverage 
in the daytime...31% more coverage in the evening. 


For availabilities on WROC-TV, call your Petry television representative. 


_ o 


|= Titiiinn 
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WSYR-TV 
WSYE-TV 


DOMINATES CENTRAL NEW YORK 


WSYR-TYV ALONE DELIVERS 44,287 MORE HOMES 
THAN ITS COMPETITOR 
» 
WSYR-TV AND ITS SATELLITE, WSYE-TV, DELIVER 
73,089 MORE HOMES THAN ITS COMPETITOR 








Rochester @ 


WSYR-TV 
SYRACUSE, N.Y. 





¥ SYRACUSE, N. Y. 
WS ig e T Lf OL eee le 4 


wee bout TaD atiehl See “ Plus WSYE-TV channel 18 


Affiliate eee Se. 
ae 


ELMIRA, N.Y. 





Get the Full Story from HARRINGTON, RIGHTER & PARSONS 
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MAILING 


LISTS 


A NEWLY TESTED AND PROVED 
. . - POWERFUL DIRECT MAIL 
LIST SERVICE TO AUGMENT 
SPOT TV ADVERTISING BY 
ALERTING PRESENT AND PROS- 
PECTIVE DEALERS OF SCHED- 
ULED CAMPAIGNS IN SELECTED 
MARKET AREAS FOR XMAS. 

Spot broadcasting is greatly strength- 
ened when local retailers & distributors 
are conditioned by direct mail in ad- 
vance of broadcasts, thus enabling 
dealers to take advantage of Tv adver- 
tising by effective merchandising, dis- 
play and featuring of the product. 

To make this service possible— eco- 
nomically, rapidly and thoroughly, the 
Dunhill Int'l List Co. of N. Y., offers a 
mailing list service to every Tv adver- 
tiser whose products sell through retail 
channels by use of Spot Tv. 


CALL DUNHILL FOR THE FULL STORY. 


FREE: DUNHILL’S NEWEST CAT- 
ALOG FEATURES 5,000 PREMIUM 
“QUALITY TESTED” LISTS COVER- 
ING THE U.S., CANADA & LATIN 
AMERICA. WRITE TODAY FOR 
YOUR FREE COPY TO DEPT. TV. 


INTERNATIONAL LIST CO. INC. 
Dunhill Building, 444 Park Ave. South 
New York 16, N. Y. MU 6-3700 











THE 
LAUREL 


AND 
HARDY 
SHOW 
WCBS-TV, New York 


Wire or phone 
Art Kerman 
today for Z 


availability 

in your market, \ 

GOVERNOR TELEVISION 

375 Park Avenue, N.Y.C. 
PLaza 3-6216 
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Arthur A. Watson has been named 

business manager of wrcv-Tv Phila- 

delphia, it has been anounced by Ray- 
| mond W. Welpott, NBC, vice president 
and general manager of the station. 
Mr. Watson had been with the Na- 
tional Broadcasting Co. in New York 
since 1956. 





| daytime minutes starting about issue 
date. They'll continue through the contract 
| year. Bob Pape is the timebuyer. 


SAN GIORGIO MACARONI CO, 
(Arndt, Preston, Chapin, Lamb & 
Keen, Inc., Phila.) 


For a fall campaign, this firm took over 
15-minute pre-game and _ half-time 
programs in local football telecasts in 
Philadelphia, Washington, Baltimore and 
other markets carrying the Eagles’ games, 
Another agency client, Hanover Canning 
Co., carried the games last year, but now 
is using spot schedules. Timebuyer 
Thelma Gardinier and assistant Terry 
Falgiatorre are the contacts. 


SELCHOW & RIGHTER CO. 
(Lester Harrison, Inc., N. Y.) 


Noted here July 13, this maker of 
family games—SELRIGHT Parchesi, 
Scrabble, Scrabble for Juniors—will get 
its fall schedules on those items going 

in the top 21 markets about Nov. 23. 
Four weeks of daytime and late-evening 
minutes aimed primarily at housewives 
will run, with a few ID’s included. 

A new game, PEANUTS, will also be 
featured in New York, Chicago and 
Philadelphia. Schedules will run for 
four weeks on frequencies ranging 
from seven to 30-40 (in New York) spots 
weekly. Animated-with-live films will be 
used. The company plans a return 

to some of the markets in February. 

Jeff Herman is the timebuyer. 








Re-Use Payments Continue Climb 


Residual payments made to actors involved in telefilm commercial 
production over the past decade have been increasing at the rate of 
approximately $500,000 a year, according to a Screen Actors Guild 
estimate. The figure is perhaps the only real indication available for the 
increasing investments made by advertisers for film commercials, although 
it necessarily. excludes animation. Nor does it take into account the 
amounts paid for the original hire of the actor. 

But payments for residuals constitute the greater part of an actor's 
earnings in television film commercial production, and SAG estimates that 
since 1952 well over $50 million in re-use money has gone to perform- 
ers. And the amount is steadily rising. 

Thus, in 1958 an estimated $10 million in use money went to SAG 
members, while in 1957 the amount was closer to $9.5 million. The 1953 
estimate is in addition to the $50 million invested by advertisers in film 
commercial production that year. 

The latter figure is a TELEVISION AGE estimate. 

SAG officials are quick to point out that the large amounts earned in 
use payments for commercials are necessary because performers are often 
bound by exclusivity deals or by industry custom to decline additional 
work while their commercials are on the air. And so some sort of adequate 
formula had to be worked out, since the performer is in effect barred from 
other employment in the commercials field. 

It is interesting to note that residuals on tv film programs are currently 
running well below those for commercials—approximately $4 million a 
year, SAG estimates. However, that figure is not the entire story, since 
it does not include residual earnings of stars who have profit participa- 
tion or part-ownership deals. 

Actors engaged in telefilm program production received a lot more than 
that in 1958, of course. According to the union, total payments amounted 
to approximately $23 million. This figure includes amounts paid in resi- 
duals (second through sixth runs) as well as amounts paid for the original 
hire of the performer. 
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Looking over the new KERO-TV Tele- 
vision Center in Bakersfield are David 
C. Moore (c.), president of Trans- 


continent Television Corp., and 
George Whitney (l.), vice president 
and general manager of Marietta 
Broadcasting, with KERO-TV general 
manager Arthur M. Mortensen. 
Transcontinent recently purchased 
the Marietta Broadcasting facilities 
of KFMB-TV-AM in San Diego and the 
Bakersfield station. The recently com- 
pleted KERO-TV building is located in 
the heart of downtown Bakersfield. 





W. A. SHEAFFER PEN CO. 
(BBDO, Chicago) 

Four-week flights begin at issue date in 
selected midwest markets to promote 
ball-point and cartridge pens. After a 
two-week hiatus, a second flight of the 
same length will run. Filmed minutes 
will be used, with the emphasis on 
reaching an adult audience, although 
some commercials will appear around 
teen-age dance shows as in the 
back-to-school campaign in August. 
Frequencies vary according to the 
market. Russell Tolg is the buying 
contact. 








STATION NETWORK 
and PERSONAL 
REPRESENT. ‘ATIVE 






KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
PLaza 5-4262 

















Agency Changes 


Kenyon & Eckhardt, Inc., which 
handles the M-E-L Division of Ford 
Motor Co., was named to the account 
of the auto maker’s new “compact” 
Comet. Ford’s first small car, the 
Falcon, is at J. Walter Thompson. 

The American Express Co. consoli- 
dated all of its domestic business at 
Benton & Bowles, Inc., which handles 
its credit-card, travelers’ checks and 
money-order advertising. Kell y, 
Nason, Inc., previously held the firm’s 
travel business, worth about $500,000 
in billings. 

Hockaday Associates, Inc., added 
the Elizabeth Arden Sales Corp.. 
cosmetic account, last at Douglas D. 
Simon, Inc. 

Revell, Inc., maker of hobby kits 
and trains, shifted its account from 
Doyle Dane Bernbach, Inc., Los An- 
geles, to Cunningham & Walsh, Inc., 
that city. 

Foote, Cone & Belding, Inc., Los 
Angeles, resigned the Thomas Organ 
Co. account, which was quickly set at 

| Beckman-Koblitz. Thomas reportedly 
spent nearly $1 million last year for 
magazines, tv, 
motion. 


radio and trade pro- 


Leslie Salt Co. moved its subsidiary, 
Spice Islands Co., from the San Fran- 
cisco office of Foote, Cone & Belding 
to Dancer-Fitzgerald-Sample, that 
city. 

| Best Foods 





Canada Ltd., which 


| merged last year with Corn Products 
| Co., moves Jan. 1 from E. W. Rey- 
nolds to Vickers & Benson, consolidat- 
ing both accounts at the Corn Prod- 
| ucts agency. 











~ This four-leaf clover 


is worth looking over! 

















BENTONVILLE 
ROGERS 
FAYETTEVILLE 





VINITA 


- Missouri’ § 3rd TV Market 


151,400 TV HOMES* 


Lucky KODE-TV, Joplin, Mo., is 28% taller, 29% 
more powerful than the nearest competition. 

And KODE-TV covers: * a 4 state area * 151,400 

TV Homes © 669,800 people with $776,919,000 
buying power. 

KODE=-TV cnannec 12 
JOPLIN, MISSOURI css-asc 


Rep. by Avery-Knodel « A member of the Friendly Group 
rxe *TV Mag., June ’59 





T¥ éuy in St. Louis 


p> dhediee 
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YOU CAN'T 
TOP THIS 
ARB! 


KTRE-TV, Lufkin, Texas, latest 
ARB reveals a 98.5% share of 
audience Monday through Sun- 
day. 


The Lufkin-Nacogdoches Market 


is yours completely wrapped up 


when you buy KTRE-TV—your di- 


rect route to 65,000 tv families. | 


This is a vital market in East | 


Texas. 


KTRE-TV 


Lufkin, Texas 


Channel 9 


RICHMAN LEWIN 


Vice President & General Manager 


Represented by 


Venard, Rintoul & McConnell, Inc. 
Southwest: Clyde Melville Co., Dallas 
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SIMONIZ CO. 

(Young & Rubicam, Inc., N. Y.) 
As noted in Sept. 7 Spot Report, of the 
top 100 advertisers last year, only the 
Simoniz Co. had no tv plans. Word is 

in now that it has tested its IVALON 
sponge in a few scattered markets and 
may set a good-sized introduction. 

A fall start was expected, but the 
campaigns are now expected to begin 

in January. Richard Anderson, 
associate media director, is the contact. 


TASTY BAKING CO. 

(Aitkin-Kynett Co., Inc., Phila.) 
This bakery used baseball broadcasts 
through the summer, but currently has 





Agency Adds 


Keith Harrier, formerly production 
coordinator at Warner Bros., has 


joined Clay Stephenson Associates, 





MR, HARRIER 
Houston. 


Inc., as tv-radio director. 
Mr. Harrier has been associated with 
several commercial and feature-film 
production firms and lists among his 
credits the production of Kaiser Alu- 
minum Corp. spots for ABC-TV’s 
Maverick. 

In Seattle, Thomas L. Blosi re- 
joined Botsford, Constantine & Gard- 
ner as tv-radio director after serving 
for more than a year as promotion di- 
rector of KIRO-TV Seattle. 





















Distributed by BANNER 


527 MADISON AVENUE NEW YORK 22, N. Y 








Tom Flanagan, newly appointed media 
director at Riedl & Freede, Inc., New 
York and Clifton, N. J., places for 
Coughlan’s Mr. Slick and Chimney 
Sweep products. 





spot schedules going in New York and 
Baltimore and should add a few other 
markets as the fall wears on. Filmed 
minutes run in kid shows and other 
slots to reach a family audience. 
Jack Accetta is the timebuyer. 


VENUS PEN & PENCIL CORP. 
(Doyle Dane Bernbach, Inc., N. Y.) 


As it’s done in the past, this firm is 
using minutes in kid shows to promote 
its line of PARADISE color-pencil sets. 
The market list has been expanded to 
include 15 top areas (about 10 were 
used in previous drives), with the 
kick-off this month and the schedules 
to run six-to-eight weeks. Jeanne Jaffe 
is the timebuyer. 


WARP BROS. 
(Presba, Fellers & Presba, Inc.., 
Chicago) 

Reported in Tele-Scope Sept. 7, a fall- 
winter campaign on Flex-O-Glass storm 
windows now is definite, with Alaska and 
a dozen other states to be reached. 
Starting dates vary with the advent of 
cold weather. Some 40-45 stations will 
get several weeks of filmed minutes, 
usually in adjacencies that pull a male 
audience. Product is established, but 

this is its first tv drive. 


Presba and tv-radio timebuyer 


Frank Steel are the contacts. 


All the thrills, the suspense, 
the tense excitement of 
daredevils in action 

on the world’s most 
famous Speedways. 


= 


FILMS, INC. 


PLaza 5-4811 


President W. B. 
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News (Continued from page 35) 


torial technique, full information 
sheets, etc.” The station employs 20 
stringers who submit film mainly, 
stills and stories without pictures 
only rarely. 

KTBC-TV Austin, Tex., works it the 
exact opposite with its 15 stringers. 
States news editor Paul Bolton: “Our 
experience with correspondents is 
that they can get the news—most of 
them are also stringers for news- 
papers—but only rarely are they 
able to furnish pictures. In the case 
of a recent murder trial we sent a 
cameraman to cover the trial via 
film and supplemented this with re- 
ports from our correspondents. 

“Our experience further is that 
there are not enough big stories out- 
side the metropolitan area to justify 
the correspondent’s time unless he 
also has other strings; and most of 
his volunteer offerings are not suit- 
able. We try to see that every corres- 
pondent is paid a little every pay 
period, in order to keep them re- 
membering us when any big news 
breaks. Then we can get on top of 
the story out of Austin, filmwise.” 

wJz-TV Baltimore’s Keith McBee, 
news director for the Westinghouse 
station, accepts film, stills and pic- 
ture-less stories from stringers, who 
are recompensed according to the 
value of the particular story—ap- 
proximately $15 for a film story, 
plus expenses. Unlike wLos-tTv’s Leo 
Willette, who replied to the query 
about having trouble getting capable 
with a succinct “damn 
right!,”” Mr. McBee says that he has 
“no trouble—the supply exceeds the 
demand.” 

Charles 


news services for 


stringers 


director of 
wMT-Tv Cedar 
Rapids, comments that his station’s 


Worcester, 


news coverage “is peculiar since our 
local market is small in relation to 
our area coverage. As a result, we 
depend on stringers in outlying com- 
munities for a big share of the news. 
Getting the news and pictures is one 
thing—getting the pictures to us in 
time for the next newscast is often 
an even bigger job.” Regarding good 
men in the field, Mr. Worcester de- 
clares that “constant contacts are 






Editors 


MONTGOMERY 
WSFA-TV: Bill Henry; 25 pgms.; 
hrs.; 25. 

Arizona: 

PHOENIX: 
KOOL-TV: Jack Ware; 21 pgms.; 3 
hrs., 30 mins. 
KPHO.TV: Johnny Green; 17 pgms.; 
4 hrs., 15 mins.; 

TUCSON: 
KOLD-TV: Chris Cole; 10 pgms.; 1 
hr., 40 mins. 


(Continued from page 35) 


uw 


none. 


KVOA-TV: Henry E. Hubbard; 10 
pgms.: 1 hr., 30 mins. 
YUMA: 


KIVA: Katy Worth; 20 pgms.; 
20 mins. 

Arkansas: 

FORT SMITH: 
KNAC-TV: Paul Barnett; 25 pgms.; 
4 hrs., 35 mins. 

LITTLE ROCK: 
KTHV: Bob Fuller; 23 pgms.; 
15 mins.; none. 

Caiifornia: 

EUREKA: 
KIEM-TV: Newton Steward; 12 pgms.: 
2 hrs. 

FRESNO: 
KFRE-TV: Russ Powell; 25 pgms.; 3 
hrs., 30 mins.; 9. 
KJEO: Phil McPherson; 11 pgms.; 1 
hr., 30 mins.; none. 
KMJ-TV: Dean Mell; 20 pgms.; 
10 mins.; no set number. 

LOS ANGELES: 
KABC-TV: Milt Fishman; 11 pgms.; 
2 hrs., 45 mins.; 12. 
KCOP: Baxter Ward; 16 pgms.; 
30 mins.; none. 
KHJ-TV: Les Mawhinney; 11 pgms.; 
2 hrs., 45 mins.; unspecified. 
KNXT: Sam Zelman; 23 pgms.; 5 hrs. 
KRCA: John H. Thompson; 25 pgms.; 
3 hrs., 55 mins.; 11. 
KTLA: George E. Lewin; 55 pgms.; 
8 hrs., 30 mins.; 

OAKLAND: 
KTVU: Leslie A. Nichols; 11 pgms.; 
5 hrs., 30 mins.; 42. 

SACRAMENTO: 
KCRA-TV: Tom Breen; 12 pgms.; 4 
hrs., 30 mins.; 2. 

SALINAS: 
KSBW-TV: Mike Morisoli; 27 pgms.; 
6 hrs., 15 mins. 
KXTV: Hank Thornley; 
hrs., 30 mins.; 3. 

SAN DIEGO: 
KFMB.-TV: Ray Wilson; 
hrs., 15 mins.; 3. 
KFSD-TV: Pat Higgins; 
hrs.; 3. 

SAN FRANCISCO: 
KPIX: Ray Hubbard, pgm. dir.; 21 
pgms.; 2 hrs., 30 mins. 
KRON-TYV: Bill Cothran; 20 pgms.; 
3 hrs., 20 mins. 


4 hrs., 


3 hrs., 


4 hrs., 


5 hrs., 


none, 


29 pgms.; 4 


17 pgms.; 7 


12 pgms.; 5 


SAN JOSE: 











KNTV: Roger A. Orr; 10 pgms.; 3 hrs., 


40 mins.; 4. 
SAN LUIS OBISPO: 
KSBY-TV: Arthur J. Hapgood, sta. 


mgr.; 22 pgms.; 5 hrs., 20 mins. 

SANTA BARBARA: 
KEY-T: Bill Huddy; 15 pgms.; 
10 mins.; 3. 

Colorado: 

COLORADO SPRINGS: 
KKTV: Hal Kennedy; 26 pgms.; 4 hrs., 
20 mins.; 3. 
KRDO-TV: Robert Pitcock; 12 pgms.; 
6 hrs., 15 mins. 

DENVER: 
KLZ-TV: Jim Bennett; 17 
hrs., 50 mins.; 25. 
KOA-TV: John Henry; 70 pgms.; 5& 
hrs., 20 mins. 

GRAND JUNCTION: 


4 hrs., 


pgms.; 7 


KREX-TV: Bill Cleary; 11 pgms.; 
2 hrs., 45 mins.; none. 
Connecticut: 

HARTFORD: 

WTIC-TV: N. Thomas Eaton; 12 


pgms.; 2 hrs., 5 mins.; 20-25. 

NEW HAVEN: 
WNHC-TV: David H. Kiernan; 35 
pgms.; 3 hrs., 30 mins.; 20. 

District of Columbia: 


WASHINGTON: 
WTOP-.TV: Edward F. Ryan; 29 
pgems.; 5 hrs., 15 mins. 








lowest cost per thousand of 
all indiana TV stations! 


Wy 


One hundred and eleven national 
and regional spot advertisers 
know that the Terre Haute 
market is not covered 
effectively by outside TV 


WTHI-TV 


CHANNEL 10- ces—asc 


TERRE 
HAUTE 


INDIANA 


Represented Nationally 
‘by Bolling Co. 
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Florida: 

JACKSONVILLE: 

WFGA-TV: Harold Baker; 33 pgms.; 
5 hrs., 40 mins. 

WJXT: Bill Grove: 30 pgms.; 3 hrs., 
30 mins.; 15. 

MIAMI: 

WTVJ: Ralph Renick; 24 pgms.; 

ORLANDO: 

WDBO-TV: Mark Barker; 21 pgms.; 
2 hrs., 45 mins.; none. 

PALM BEACH: 
WPTV: Robert 
hrs., 5 mins. 

TAMPA: 
WFLA-TV: Fred 
pgms.; 4 hrs.; 3. 
WTVT: Crawford Rice; 29 pgms.; 4 
hrs., 50 mins.; 40. 


4 hrs. 


Miller; 15 pgms.; 2 


Worthington; 32 


Georgia: 

ALBANY: 
WALB-TV: Lyman Gray; 17 pgms.; 
3 hrs., 30 mins. 

ATLANTA: 
WLW-A: John Bent; 16 pgms.; 2 hrs., 


40 mins.; 1. 
WSB-TV: Ray Moore; 33 pgms.; 4 hrs., 


55 mins.; 15. 


AUGUSTA: 
WJBF: Warren Hites: 20 pgms.; 10 
hrs. 

COLUMBUS: 
WRBL-TV: Glen Broughman; 36 
pgms.; 9 hrs., 30 mins.; 3. 


WTVM: Weyman Brooks; 
1 hr., 40 mins.; 
MACON: 
WMAZ-TV: 
pgms.; 4 hrs. 
SAVANNAH: 
WSAV-TV: Ralph Penza; 16 pgms.; 3 
hrs., 5 mins.; none. 
WTOC-TV: Bob Noble; 15 pgms.; 2 
hrs., 5 mins. 
Idaho: 
BOISE: 
KTVB: Vern Moore; 10 pgms.; 
30 mins.; no set number. 
Illinois: 
CHAMPAIGN: 
WCIA: Dick Wright: 61 pgms.:; 7 hrs., 
40 mins.; 19. 
CHICAGO: 
WBKB: Con O'Dea: 47 pgms.; 
33 mins. 
WGN-TV: Tom Foy: 21 pgms.;: 
30 mins. 
DECATUR: 
WTVP: Dale Coleman; 11 pgms.;: 1 hr., 
5 mins.; none. 
PEORIA: 
WMBD-TV: Charles F. Harrison; 25 
pgms.; 7 hrs., 30 mins.; 5. 
WTVH: Richard T. Roll; 
3 hrs. 
ROCKFORD: 
WREX-TV: Charles Cremer; 24 pgms.; 
2 hrs., 25 mins.; 10. 
ROCK ISLAND: 
WHBF-TYV: William E. 
pems.; 5 hrs. 


10 pgms.; 
none. 


Howard Absalom; 25 


2 hrs., 


4+ hrs., 


4 hrs., 


12 pgms.; 





Ellison; 25 
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SPRINGFIELD: 
WICS: Robert Warren; 23 pgms.; 4 hrs. 

Indiana: 

BLOOMINGTON: 
WTTYV: Frank Edwards; 10 pgms.; 2 
hrs., 30 mins. 

EVANSVILLE: 
WEHT: John Knight; 17 pgms.; 
20 mins.; 5. 
WFIE-TV: Jack McLean; 
2 hrs., 30 mins. 

FORT WAYNE: 
WANE-TV: Philip Wilson; 15 pgms.; 
2 hrs., 55 mins.; none. 
WKJG-TV: Jack Gray; 27 
hrs., 15 mins.; none. 
WPTA: Tom Atkins; 10 pgms.; 
30 mins. 

INDIANAPOLIS: 
WFBM-TV: Bob Gamble; 28 pgms.; 3 
hrs., 45 mins.; 50. 
WISH-TV: Richard T. 
pgms.; 3 hrs., 35 mins.; 
WLW-I: 
hrs., 10 mins.; 6. 

LAFAYETTE: 
WFAM-TYV: Bill 


3 hrs., 


16 pgms.; 


pgms.; 4 


2 hrs., 


Hickox; 22 
no set number. 
Forrest Boyd; 26 pgms.; 3 


Anthony; 17 pgms.; 
3 hrs., 15 mins. 
lowa: 
CEDAR RAPIDS: 
KCRG-TV: Robert Clyde; 21 pgms.; 


3 hrs., 35 mins.; 10. 
WMT-TV: Charles Worcester; 22 
pgms.; 4 hrs., 40 mins.; 48. 

DES MOINES: 
KRNT-TV: Russ Van Dyke; 23 pgms.; 
4 hrs., 30 mins.; 12. 
WHO.-TV: John D. Shelly: 
8 hrs., 15 mins. 

SIOUX CITY: 
KTIV: Ken Wayman; 24 pgms.; 
30 mins. 
KVTV: Clark Pollock; 29 pgms.; 14 
hrs., 20 mins.; 16. 

Kansas: 

GREAT BEND: 
KCKT: Ken Coy; 22 pgms.;: 
60. 

HUTCHINSON: 
KTVH: Joe MacConkey: 20 pgms.; 3 
hrs., 30 mins.; 36. 

TOPEKA: 
WIBW-TV: Olaf Soward; 30 pgms.; 
6 hrs.; 15. 

WICHITA: 
KAKE-TYV: Paul Threlfall; 19 pgms.; 
3 hrs., 10 mins.; 90. 

Kentucky: 

LOUISVILLE: 
WAVE-TV: Rodney Ford; 29 pgms.; 
2 hrs., 40 mins.; no set number. 
WHAS.-TV: Bill Small; 18 pgms.; 3 hrs. 

PADUCAH: 
WPSD-TV: Gene Compton; 32 pgms.; 
6 hrs. 

Louisiana: 

BATON ROUGE: 


41 pgms.; 


5 hrs., 


4 hrs.; 


WBRZ: Brooks Read; 17 pgms.; 5 hrs. 


LAKE CHARLES: 


KPLC-TV: Frank R. Holloway: 15 


necessary to find and keep good 
ones.” 

WLW-T Cincinnati does not use 
stringers or correspondents, but its 
news director, Paul Lunsford, says 
that “many amateur camera fans in 
the area offer stills and film to us, 
Occasionally we buy such offerings 
from them, at the rate of $5 per 
still and $7.50 for a film clip. Also, 
news-conscious ‘tipsters’ often call 
with news leads, doing so on a 
voluntary basis.” 


Peter Lyman, production manager 


at WBOY-TV Clarksburg, W. Va, 
which uses the services of four 


stringers, states that the station has 
trouble finding good men around 
the area. “We found one, however, 
through West Virginia University, 
and others through volunteering and 
notes. “We 
pay a minimum of one dollar fora 
simple phoned-in item, up to $10 for 
a film shot, with us furnishing the 


recommendations,” he 


film and paying expenses. 

“For one job, however, we paid 
a stringer $25, which is very unusual 
here. The neighboring city of Elkins 
had a late winter blizzard that iso- 
lated the area. Our stringer there 
got negative film on « private plane, 
which got it to us in time for cover- 
age of the event on the same day it 
was in progress. This stringer owns 
two jewelry stores and works for us 
as a hobby. And he’s good.” 

Affirms William M. _Drenten, 
WBNS-TV Columbus, Ohio, news edi- 
tor: “Our 12 stringers are paid on 
basis. This requires @ 
when _ they 
ex penses, 
plus a running rate from $10 to $2 
for the story package. The specific 
pay rate is decided by the staff man 
who writes and edits the story and 
by the news editor. We then mail 4 


a per-story 
specific understanding 


begin with us. We pay 


‘critic sheet.’ No complaints to date. 
Incentive is the key here, not a cer 
tain number of words or a total 
footage of film. 

“We have real trouble getting able 
stringers. There are so few who own 
16mm fewer who 
know how to use them; fewer ye 
sense with 4 


cameras; even 


who have a _ news 
camera, and too few who know how 
to work a story from a journalisti¢ 


point of view.” 
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Three of wLw-p Dayton’s six cor- 
respondents submit film, three turn 
in stories without pictures, and all 
sx submit stills, On the subject of 
getting good people to cover the out- 
lying areas, the station’s news di- 
rector, Ed Hamlyn, remarks: “We 
rummage for them, but with ad- 
mittedly little success, because most 
possibilities in our area are pretty 
well tied up with newspapers and 
press services and, additionally, 
operate at too slow a pace for tv 
operations. It would take a tremen- 
dous film of yesterday’s news to in- 
terest us today.” 

wykT Flint pays its one stringer, 
who works out of Lansing, the capi- 
tal city of Michigan, a minimum 
guarantee of $100 a month, a guar- 
antee which is occasionally exceeded 
in the event of a special or unusual 
assignment. The correspondent aver- 
ages from 20 to 25 stories per month, 
with the station supplying raw film, 
processing and transportation. 

According to Russ Powell, news 
director for KFRE-TV Fresno, every 
one of the station’s correspondents is 
a working newspaperman outside the 
Fresno metropolitan area—a system 
which has been in effect for eight 
years, the only turnover being when 
a reporter leaves his paper. 

The station has five reporters and 
four cameramen working for it in 
the field. The reporters are paid an 
average of $20-$25 per month, a 
fixed sum, regardless of material 
furnished. Photographers are recom- 
pensed by a flat fee of $3 per picture 
used on KFRE-TV newscasts. Declares 
Mr. Powell: “Our relationship with 
these men has been excellent through 
the years, and I feel that perhaps it 
can be attributed to mutual respect 
for our joint endeavors.” 

Stringers for woop-tv Grand 
Rapids are paid according to the 
number of their stories which are 
used on the air. The rate of payment 
depends on the total number of 
stories filed by all of the station’s 
45 correspondents, which total num- 
ber is divided into the budget alloca- 
tion to determine the payment per 
story. A portion of the budget is set 
aside for bonuses to stringers cover- 
ing special stories. Film payment is 





pgems.; 3 hrs., 15 mins. 

MONROE: 
KNOE.TV: Mac Ward; 50 pgms.; 6 
hrs., 40 mins.; 3. 

NEW ORLEANS: 
WDSU-TV: William B. Monroe, Jr.; 
42 pgms.; 5 hrs., 30 mins.; 3. 
WJMR-TV: Roy Hall; 14 pgms.; 1 
hr., 30 mins, 
WWL-TV: Nick Gearhart; 11 pgms.; 
1 hr., 55 mins.; 15, 

SHREVEPORT: 
KTBS-TV: Maurie Wayne; 21 pgms.; 
3 hrs.; 20. 

Maine: 

BANGOR: 


WLBZ-TV: . William F. Hartnett; 50. 


pems.; 5 hrs., 45 mins.; 3. 
POLAND SPRING: 
WMTW-TV: Charles 
pems.; 3 hrs. 
PORTLAND: 
WCSH-TV: Larry Geraghty; 28 pgms.; 
5 hrs., 30 mins.; 18. 
PRESQUE ISLE: 
WAGM-TV: Keith Fowles; 7 pgms.; 
1 hr., 15 mins.; none. 
Maryland: 
BALTIMORE: 
WJZ-TV: Keith McBee; 
4 hrs., 10 mins.; 2. 
WMAR-TV: D. V. Stickle; 50 pgms.; 
8 hrs., 45 mins.; none. 
Massachusetts: 
BOSTON: 
WBZ-TV: F. E. Whitmarsh; 55 pgms.; 
7 hrs., 40 mins.; 90-100. 
WHDH-TV: Joseph Levine; 33 pgms.; 
5 hrs., 30 mins.; none. 
SPRINGFIELD: 
WHYN-TV: Vern Jones; 9 pgms.; 2 
hrs., 30 mins. 
WWLP: Ed Kennedy; 25 pgms.; 5 hrs., 
50 mins.; 65. 
Michigan: 
DETROIT: 
WW4J-TV: James F. Clark; 30 pgms.; 
5 hrs., 5 mins.; none. 
FLINT: 
WIJRT: Frank Benesh; 
hrs., 5 mins.; 1. 
GRAND RAPIDS: 
WOOD-TV: Dick Cheverton; 22 pgms; 
3 hrs., 15 mins.; 45. 
KALAMAZOO: 


Tarkinson; 16 


36 pgms.; 


31 pgms.; 7 





| 


| 





WCCO-TV: Rollie Johnson; 25 pgms.; 
5 hrs., 5 mins.; 178. 
WTCN-TV: Sheldon W. Peterson; 
pems.; 3 hrs.; 12. 
ROCHESTER: 
KROC-TV: Don Edwards; 17 
2 hrs., 50 mins.; none. 
Mississippi: 
JACKSON: 
WJTV: Bob Neblett; 22 pgms.; 4 hrs., 
35 mins. 
TUPELO: 
WTWYV: George L. Wyatt; 12 pgms.; 
3 hrs. 
Missouri: 
COLUMBIA: 
KOMU-TYV: Phil Berk; 
hrs., 30 mins.; none. 
KANSAS CITY: 
KCMO.-TYV: Jim Monroe; 44 pgms.; 7 
hrs., 20 mins.; 7. 
KMBC-TV: Claude Dorsey; 16 pgms.; 
3 hrs. 
ST. LOUIS: 
KSD-TV: Austin Bridgman; 28 pgms.; 
3 hrs., 40 mins.; none. 
KTVI: Jim Brady; 14 pgms.; 2 hrs., 
50 mins.; 100. 
SPRINGFIELD: 
KYTV: Don Sylvester; 22 pgms.; 5 
hrs., 40 mins.; none. 
Montana: 
BILLINGS: 
KGHL-TV: Ray Kelley; 11 pgms.; 2 
hrs., 20 mins.; 42. 


12 


pgms. ; 


15 pgms.; 2 








His Responsibility : 


Reliable Service to WHBF 


Radio and WHBF-TV Audiences— 


WKZO-TV: Gordon S. Anderson; 27 | and to our Advertisers, Also 


pgms.; 3 hrs., 15 mins.; 44, 
LANSING: 
WJIM-TV: Don 
3 hrs., 45 mins.; 75. 
TRAVERSE CITY: 
WPBN-TV: Johnny Williams; 
pgms.; 4 hrs., 15 mins.; 4. 
Minnesota: 
ALEXANDRIA: 
KCMT: Jon Haaven; 28 pgms.; 2 hrs., 
55 mins.; 8. 
DULUTH: 
WDSM-TV: Mike Griffin; 
3 hrs., 30 mins. 
MINNEAPOLIS: 


Potter; 22 pgms.; 


17 


16 pgms.; 





Bob Sinnett has been a part of the Quad 
City radio industry longer than anyone 
else. Now completing his 28th year at 
WHBF, his job is to keep several million 
dollars worth of broadcasting equipment 
running smoothly. Bob is a registered pro 
fessional engineer, a senior member of the 
Institute of Radio Engineers and has served 
on the NAB Engineering Committee. 


STRONG & PRODUCTIVE FROM DEEP ROOTS 


WHBE 
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GLENDIVE: 
KXGN-TV: Dan C. Palen; 33 pgms.; 
10 hrs. 

KALISPELL: 
KGEZ-TV: Norm Bouchey; 18 pgms.; 
6 hrs. 

MISSOULA: 
KMSO.-TV: Ron P. Richards; 6 pgms.; 
1 hr., 30 mins. 

Nebraska: 

HASTINGS: 
KHAS.TV: Ted Kennedy; 23 pgms.; 
9 hrs.; 15. 

KEARNEY: 
KHOL-TV: Art Eckdahl; 23 pgms.; 
5 hrs., 45 mins.; 6. 

LINCOLN: 
KOLN-TV: Byron Krasne; 34 pgms.; 
5 hrs., 15 mins.; 15. 

NORTH PLATTE: 


KNOP-TV: Gene Larsen; 14 pgms.; 
4 hrs., 45 mins.; 15. 

OMAHA: 
KETV: John K. Williams; 7 pgms.; 35 
mins. 


KMTV: Floyd M. Kalber; 45 pgms.; 
7 hrs., 20 mins.; 40. 
WOW-TV: James M. McGaffin, Jr.; 
25 pgms.; 4 hrs., 5 mins.; 100. 
Nevada: 
HENDERSON: 
KLRJ-TV: Gordon Kent; 
1 hr., 45 mins.; none. 
New Mexico: 
ALBUQUERQUE: 
KGGM-TV: Bob Van Driel; 10 pgms.; 
4 hrs. 
KOAT-TV: Evan F. Mahaney; 19 
pgms.; 7 hrs.; no set number. 
KOB-TV: William Tucker; 6 pgms.; 
1 hr., 30 mins.; 6. 
New York: 
BINGHAMTON: 
WNBF-TV: Paul Brand; 54 pgms.; 6 
hrs. 
BUFFALO: 
WGR-TV: George A. Rasmussen; 12 
pgms.; 2 hrs.; 10. 
NEW YORK: 
WRCA-TV: William McAndrew; 29 
pgms.; 3 hrs., 15 mins.; 20. 
PLATTSBURGH: 
WPTZ: Dick Ford; 27 pgms.; 5 hrs., 
30 mins. 
ROCHESTER: 
WHEC.-TV: Warren Daremus; 3 pgms.; 
35 mins.; none. 
WROC-TV: William Haley; 21 pgms.; 
4 hr&.; none, 
WVET-TV: Tom Decker; 
1 hr., 30 mins. 
SYRACUSE: 
WHEN-TV: Gordon Alderman, pgm. & 
prod. mgr.; 40 pgms.; 8 hrs. 
WSYR-TV: Fred Hillegas; 20 pgms.; 
3 hrs.; 20 mins.; 12. 


ll pgms.; 


10 pgms.; 


North Carolina: 
ASHEVILLE: 
WLOS-TV: Leo Willette; 
1 hr., 40 mins.; 20. 


10 pgms.; 
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25 cents per foot, stills $1 to $5, 
depending on the picture. 

wsva-TV Harrisonburg, Va., has no 
established number of correspond- 
ents, but uses “tipsters” in 10 or 
more towns. “These tipsters,” says 
Wip Robinson III, news editor, “are 
gotten through personal contact, and 
we also depend upon salesmen and 
route men to keep us up to date. We 
further work with various police de- 
partments and sheriff’s offices. 

“One outstanding story was sup- 
plied us from the last-named source. 
This was a personal account from a 
sheriff in a neighboring county on 
how he faced a crazed man holding 
a rifle on him, with the man’s es- 
tranged wife as a shield, and how 
the sheriff dared not shoot and finally 
talked the man out of his gun with- 
out firing a shet. The sheriff re- 
ceived no payment for his story,” 
says Mr. Robinson, adding dryly, 
“he’s running for re-election.” 

wTic-Tv Hartford has “been for- 
tunate in coming up with fairly good 
stringers,” according to its news di- 
rector, Tom Eaton. “We did our 
spadework months before we went 
on the air by working through 
camera shops and known profes- 
sionals in our area, and it has paid 
off in some excellent submarine and 
naval stories out of New London and 
several good stories on fires and 
picket-line vielence.” 

Arthur J. Smith, managing direc- 
tor of news, special events and public 
affairs for WHTN-TV Huntington, W. 
Va., explains his station’s system of 
stringer payment: “They are paid on 
a story, or picture, basis, if used. 
Rate: $10 per 100 feet of film, $5 
for a first picture, $3 for other stills 
on the same story. These prices in- 
clude story information. Straight 
news copy only is paid for at the 
rate of one cent per word used. There 
is no additional remuneration for 
frequency of use of pictures or copy.” 

WFBM-TV Indianapolis employs a 
rather unique method of procuring 
capable stringers, so that the station, 
according to news manager Bob 
Gamble, has experienced “not much” 
trouble in getting them. “We have,” 
says Mr. Gamble, “chambers of com- 
merce seek out those who meet 








our requirements.. Apparently the 
method is successful, inasmuch as 
the station has 50 correspondents on 
the string. 

wJXxT Jacksonville has “no trouble” 
finding stringers, relates Bill Grove, 
its news director. “In fact, we have 
a waiting list,” he says, “in metropoli- 
tan areas. We do, however, find it a 
little difficult to get qualified stringers 
in rural communities.” The station's 
15 field men are paid by the job, the 
price ranging from three to 12 dob 
lars, depending upon travel and “the 
importance of each job.” 

Another station using the some 
what novel method of unearthing its 
correspondents via the chamber-of- 
commerce route is WKZO-TV Kalama- 
zoo. Additionally, the statien contacts 
leading citizens and runs want ads 
in the local newspapers to dig up 
suitable people. “But,” states news 
director Gordon S. Anderson, “many 
of our 44 correspondents are not 
photographers. The biggest trouble 
we have is finding reporter-photog- 
raphers.” 

Don Potter, news director, says 
that at WJIM-TV Lansing “we differ- 
entiate between correspondent and 
stringer. We have five correspondents 
who serve in our key areas—Flint, 
Jackson, Mason, Ionia and Midland- 
Saginaw-Bay City—and our Jackson 
correspondent, for example, has three 
stringers under him. 

“Our are paid 
twice monthly at the rate of $254 
week, with a bonus arrangement, plus 


correspondents 


extra compensation for film and pics. 
With us, a stringer is defined as @ 
rather infrequent contributor, not om 
a retainer. We pay them on a story- 
picture basis, and we have 70 more 
or less regular stringers throughout 
our primary coverage area. They 
contribute an average of 10 stories 
a day. Of course, most of these stories 
are relatively minor, but once in & 
while we score heavily. 

“As to how we find good stringers 
—well, although we hate to admit it 
weekly newspapers are a good source: 
And we also use college and high 
school students,” Mr. Potter com 
cludes. 4 

KRCA Los Angeles, which pays its 
11 stringers a minimum of $25 each, 
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plus “extraordinary” expenses, plus 
bonus, if justified, has absolutely no 
rouble lining up field men. As John 
. Thompson, manager of news and 
gecial events for the station, con- 
cisely puts it: “They seek us out.” 

Doug Davenport, wisN-Tv Mil- 
waukee news director, lays claim to 
avery satisfactory set-up in getting 
flm and stories from areas beyond 
the normal reach of the station’s 
regular mews staff. “Most  fre- 
quently,” he asserts, “we use a 
reciprocal deal with newsmen at 
other stations, for which we pay 
nothing, although we do supply them 
with film in our region. These re- 
ciprocal arrangements have proved 
hest and were set up at times of 
mutual needs between WISN-TV and 
other stations. Other stringers come 
to us on a speculation basis first, 
then, if their work is good, we call 
them.” 

One stringer at KNOE-TV Monroe, 
la. is paid a flat monthly salary of 
$75, the other two on the basis of 
stories submitted. A straight story 
rates $2, a story with still photos $5, 
and a story with film is recompensed 
according to footage shot. 

Mac Ward, vice president and di- 
tector of news for the station, says, 
“We do have a problem finding 
capable stringers. Where we have a 
satisfactory arrangement, it is with 
individuals with newspaper experi- 
ence. The addition of two news 
planes to our regular staff has solved 
most of our coverage problems in 
the area, however.” 

Another advocate of reciprocity 
between news staffs is wraR-Tv Nor- 
folk. “Except on special occasions,” 
notes news director Gilbert A. Mc- 
Leod, “we use reciprocal agreements 
with other stations at no charge, the 
idea being that they can call on us, 
and we on them. Otherwise, stories 
(film) go for $15-$35, according to 
importance.” 

KNOoP-Tv North Platte, Neb., ad- 
vertised for its 15 stringers and then 
“held an indoctrination dinner meet- 
ing.” The 15 are paid at the rate 
of $1.50 per still picture used, if it 
is an immediate story, such as an 
accident or fire, and a lesser amount 
for civic functions and the like. 


CHARLOTTE: 
WSOC-TV: Carroll McGaughey; 
pems.; 2 hrs., 5 mins. 
DURHAM: 
WTVD: Ernie Greup; 20 pgms.; 4 hrs., 
20 mins.; 2-4. 
GREENVILLE: 
WNCT: David W. Mosier; 26 pgms.; 
4 hrs., 15 mins.; no set number. 
WILMINGTON: 
WECT: Ben McDonald; 34 pgms.; 7 
hrs.; none. 
WINSTON-SALEM: 
WSJS-TV: F. O. Carver; 22 pgms.; 3 
hrs., 50 mins.; none. 
North Dakota: 
DICKINSON: 
KDIX-TV: Warren Vranna; 11 pgms.; 
5 hrs., 45 mins.; no set number. 
FARGO: 
WDAY-TV: Norm Schrader; 23 pgms.; 
3 hrs., 50 mins.; 21. 
VALLEY CITY: 
KXJB-TV: Jim Rohin; 30 pgms.; 7 
hrs., 30 mins. 
Ohio: 
CINCINNATI: 
WKRC-TV; Fitz 
pems.; 2 hrs.; 5. 
WLW-T: Paul C. Lunsford; 22 pgms.; 
2 hrs., 50 mins.; none. 
CLEVELAND: 
KYW-TV: Sanford Markey; 40 pgms.; 
4 hrs.; 75. 
WEWS: Roger Sharp; 35 pgms.; 5 hrs., 
30 mins. 
COLUMBUS: 
WBNS-TV: William Drenton; 
pems.; 5 hrs., 30 mins.; 12. 
WLW-C: Hugh DeMoss; 30 pgms.; 4 
hrs., 45. mins. 


DAYTON: 


15 


P. Boisseau; 12 


27 


WHIO-TV: Tom Frawley; 17 pgms.; 
8 hrs., 30 mins. 
WLW-D: Ed Hamlyn; 18 pgms.; 2 


hrs., 40 mins.; 6. 

LIMA: 

WIMA-TYV: Don Sherwood; 10 pgms.; 
2 hrs., 30 mins. 

STEUBENVILLE: | 
WSTV-TV: Ed Pollock; 21 pgms.; 4 
hrs., 15 mins.; 2. 

TOLEDO: 
WSPD-TV: Jim Rudes; 

brs., 55 mins.; none. 

WTOL-TV: Oscar Huff; 24 pgms.; 4 

hrs., 5 mins.; 12. 


YOUNGSTOWN: | 


14 pgms.; 4 | 


WKBN-TV: Sid Davis; 
hrs.; 8. 

ZANESVILLE: 
WHIZ-TV: Tom Clark; 
hrs., 30 mins.; 3. 

Oklahoma: 

ADA: 

KTEN: George A. Miller; 20 pgms.; 
4 hrs., 15 mins.; 12. 

ARDMORE: 

KXII: Jay Bennett; 17 pgms.; 5 hrs., 

30 mins.; 2. 


140 pgms.; 17 


16 pgms.; 4 










































OKLAHOMA CITY: 
KWTV: Bruce Palmer; 27 pgms.; 
hrs., 30 mins.; 25-30. 
WKY-TV: Dick John; 
hrs., 30 mins.; 60. 
TULSA: 
KOTV: Cy Tuma; 27 pgms.; 5 hrs., 
50 mins. 
KTUL-TV: Jack Morris; 13 pgms,; 1 
hr., 45 mins.; 20. 
KVOO.-TV: Forrest Brokaw; 40 pgms.; 
5 hrs. 
Oregon: 
PORTLAND: 
KHTV: Nat W. Jackson; 
3 hrs.; none. 
KOIN-TV: Tal Tripp; 26 pgms.; 5 
hrs. 
KPTV: John Salisbury; 12 pgms.; 
hrs., 15 mins.; none. 
Pennsylvania: 
ALTOONA: 
WFBG-TV: Les Crystal; 
4 hrs. 
ERIE: 
WICU-TV: Dave Forsythe; 25 pgms.; 
6 hrs., 30 mins. 
PHILADELPHIA: 
WFIL-TV: Gunnar Back; 37 pgms.; 
4 hrs., 30 mins. 
WRCV-TV: Ernie Leiss; 38 pgms.; 
4 hrs., 5 mins. 


23 pgms.; 


35 pgms.; 


12 pgms.; 


We had a bunch of 
the boys * ff 


*tocal advertisin 
agency men, an 
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... they 
/ | 


watched ABC's 
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PREVIEW 
KVII-TV 
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the TV picture in 
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know the market . . . 

buy K-7! Get the 

whole K-7 picture from 

your Bolling man. 


KVII-TV 


amarillo, texas 


C. R. **Dick’’ Wotts 
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General Manager 
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PITTSBURGH: 
KDKA-TV: Bill Burns; 35 pgms.; 7 
hrs., 15 mins. 
WIIC: J. Robert Holland; 22 pgms.; 
3 hrs., 20 mins.; 61. 
WTAE: Dave Murray; 25 pgms.; 
hrs., 45 mins.; 15. 
SCRANTON: 
WDAU-TV: Tom Powell; 
hrs., 25 mins.; 25. 
Rhode Island: 
PROVIDENCE: 
WPRO-TV: Mort Blender; 22 pgms.; 
3 hrs., 55 mins.; 5. 
South Carolina: 
CHARLESTON: 
WCSC-TV: Ken Klyce; 
hrs., 50 mins. 
COLUMBIA: 
WIS-TV: William Minshall; 24 pgms.; 
4 hrs., 10 mins. 
GREENVILLE: 
WFBC-TV: Norvin C. 
pgms.; 2 hrs., 10 mins.; 7. 
South Dakota: 
RAPID CITY: 
KOTA-TV: Norman Heffron; 45 pgms.; 
4 hrs., 45 mins.; 10. 
Tennessee: 
CHATTANOOGA: 
WDEF-TV: Steve Conrad; 12 pgms.; 
2 hrs., 5 mins.; no set number. 
WRGP-TV: Mort Lloyd; 20 pgms.; 
2 hrs., 39 mins. 


36 pgems.; § 


22 pgms.; 


Duncan; 17 


KNOXVILLE: 
WATE-TV: Art Metzler; 28 pgms.; 
4 hrs. 
WBIR-TV: Robert Wesley; 5 pgms.; 
1 hr., 15 mins.; 6. 

MEMPHIS: 
WHBQ.TV: Charles Sullivan; 5 pgms.; 
1 hr. 

Texas: 

ABILENE: 
KRBC-TV: Chuck Fade; 17 pgms.; 5 
hrs., 50 mins.; none. 

AMARILLO: 
KFDA-TV: Ralph Wayne; 22 pgms.; 
4 hrs.; 10. 
KGNC-TV: Bob Izzard; 25 pgms.; 5 
hrs.; 50. 
KVII: Louie Hendricks; 6 pgms.; 1 
hr., 45 mins. 

AUSTIN: 
KTBC-TV: Paul Bolton; 27 pgms.; 3 
hrs., 25 mins.; 15. 

BIG SPRING: 
KEDY-TV: Duncan Ellison; 22 pgms.; 
5 hrs., 45 mins.; none. 

CORPUS CHRISTI: 
KZTV: Juliet K. Wright; 10 pgms.; ‘ 
hrs. 

DALLAS: 
KRLD-TV: Ed Barker; 25 pgms.; 
hrs., 15 mins.; none. 
WFAA-TV: Austin 
pems.; 3 hrs.; 12. 

EL PASO: 


Schneider; 





with a properly conceived, 


strategically placed Service-Ad 









































selling by helping people buy 
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KROD-TV: John Liles; 11 pgms;3 
hrs., 15 mins.; 4. 
KTSM-TV: Jack Salem; 17 pgms;] 
hr., 45 mins.; 4. 
FORT WORTH: 
KFJZ-TV: Taylor Branch; 10 
50 mins. 
HOUSTON: 
KHOU.TV: Larry Rasco; 
5 hrs., 30 mins.; 15. 
KPRC-TV: Pat Flaherty; 
2 hrs., 30 mins. 
LUBBOCK: 
KDUB-TV: Duncan Ellison; 2% 
5 hrs., 45 mins.; none. 
LUFKIN: 
KTRE-TV: Mark Kennedy; : 
3 hrs. 
PORT ARTHUR: 
KPAC-TV: Ralph Ramos; 
4 hrs., 35 mins.; 6. 
SAN ANTONIO: 
KONO-TV: Key Herbert; 
3 hrs., 15 mins.; 10. 
SWEETWATER: 
KPAR-TV: John O’Brien; 
5 hrs., 45 mins.; none. 
TEXARKANA: 
KCMC-TV: Les Eugene; 22 pgms.; 3 
hrs., 40 mins.; none. 
TYLER: 
KLTV: Ralph Coleman; 
hrs., 12 mins. 
WACO: 
KWTX-TV: Joe A. 
pgms.; 3 hrs., 30 mins, 
WICHITA FALLS: 
KFDX-TV: Norman Duncan; 30 pgms; 
6 hrs. 
KSYD-TV: 
4 hrs., 
Utah: 
SALT LAKE CITY: 
KSL-TV: Brad Wright; 10 pgms.; ? 
hrs., 30 mins.; 2. 
KTVT: Jack White; 10 pgms.; 1 ky 
40 mins. 
KUTV: Doug Mitchell; 25 pgms.;? 
hrs., 30 mins. 
Vermont: 
BURLINGTON: 
WCAX-TV: John A. Sullivan; 2 
pgms.; 4 hrs., 20 mins.; 37. 
Virginia: 
BRISTOL: 
WCYB-TV: Walter Crockett; 26 pgms; 
3 hrs., 40 mins.; 20. 
HAMPTON: 
WVEC-TV: Lewis T. Jester; 14 pgms; 
3 hrs., 30 mins. 
HARRISONBURG: 
WSVA-TV: Wip Robinson II; 
pgms.; 3 hrs.; no set number. 
NORFOLK: 7 
WTAR-TYV: Gil A. McLeod; 40 pgms; 
4 hrs., 30 mins.; 4-5. 
PORTSMOUTH: 
WAVY-TV: Richard Richmond; 
pgms.; 2 hrs., 25 mins. 
RICHMOND: 
WTVR: John V. Shand, pgm. dir.; 


48 pgms.; 4 


Saragusa; # 


Mike Carpenter; 50 pgms; 
45 mins.; none. 





pgms.; 2 


3 lz 


Bruce Palmer, news director at 
xwrv Oklahoma City, says that he 
has “much trouble” getting efficient 
stringers, “due to lack of training 
and equipment.” “We try,” he avers, 
“to find local newspaper photogs 
who want to pick up extra money and 
will buy 16mm equipment, shooting 
for us as adjuncts to their local jobs. 





pgems.; 5 hrs, 
ROANOKE: 
WDBJ-TV: Donald F. 
pems.; 1 hr.; 12. 
WSLS-TV: Joe Moffat; 34 pgms.; 
hrs., 10 mins.; 14. 
Washington: 
PASCO: 
KEPR-TV: Dean Mitchell; 10 pgms.; 
2 hrs.; 5. 
SEATTLE: 
KIRO.TV: Sam Rinaker; 16 pgms.; 6 
hrs., 45 mins.; 40. 
KOMO-TV: Herb Robinson; 15 pgms.; 
5 hrs.; 10. 
SPOKANE: 
KHQ-TV: Patrick J. Cullen; 16 pgms.; 
3 hrs., 20 mins. 
KREM-TV: Richard Hoover; 17 pgms.; 
3 hrs., 30 mins.; 6. 
TACOMA: 
KTNT-TV: Bill Fox; 10 pgms.; 
15 mins.; no set number. 
YAKIMA: 
KIMA-TV: John Knievel; 15 
5 hrs. 
West Virginia: 
CHARLESTON: 
WCHS-TV: Bill Ames; 22 pgms.; 2 
hrs., 50 mins.; 
CLARKSBURG: 
WBOY-TV: Peter Lyman; 22 pgms.; 
3 hrs., 50 mins.; 4. 
HUNTINGTON: 
WHTN-TV: Arthur J. Smith; 11 pgms.; 
2 hrs., 45 mins.; 6. 
WSAZ-TV: Nicholas A. Basso; 36 
pgms.; 5 hrs., 30 mins.; 25. 
WHEELING: 
WTRF-TV: George Diab; 17 
2 hrs., 10 mins.; 9. 
Wisconsin: 
GREEN BAY: 
WFRV-TV: Michael Griffin; 16 
2 hrs., 20 mins.; 1. 
MADISON: 
WKOW-TV: Ed Menkhaus; 14 
2 hrs., 50 mins.; none. 
MILWAUKEE: 
WISN-TV: Doug Davenport; 20 pgms.; 
2 hrs., 20 mins.; 5. 
WTMJ-TV: Jack Krueger; 35 pgms.; 
4 hrs., 35 mins.; 250. 
WXIX: Bob Herzog; 32 pgms.; 4 hrs., 
30 mins. 
WAUSAU: 
WSAU-TV: Walter J. 
pems.; 5 hrs.; 56. 


Murray; 


1 hr., 


pgems.; 


no set number. 


gms. ; 


gms. ; 


Chilsen; 30 


If these are unavailable, we look for 
commercial photographers, but these 
are mostly not good enough.” 

KMTV Omaha also has a stringer- 
equipment problem. Relates Floyd 
M. Kalber, the station’s news direc- 
tor: “There’s no 
stringers. The 
stringers 


trouble 
trouble is 


getting 
getting 
who have photographic 
equipment. We contact photo shops 
for stringers or names of persons 


owning the necessary equipment who 
might be interested. We also contact 
local newspapers.” KMTV has 40 cor- 


respondents, one of them—in Lincoln 
—on a monthly retainer. The rest get 
$15 per 100 feet of film, footage 
supplied by the station, five dollars 
per still photo used on the air, and 
from one to five dollars per story. 

“Having been on the air only two 
years,” says J. Robert Holland, di- 
rector of news for wic Pittsburgh 
“it was quite hard during that time 
to line up stringers. Persons with 
16mm cameras are very hard to find 
in small towns. Those we unearthed 
were found by ads, personal tips and 
personal contacts. 

“Our payment to correspondents 
depends on story, ranging from $15 
to $30. Exceptional stories are given 
individual attention for higher rates. 
At least $15 is paid, 
whether the story is used or not.” 
Despite the admitted difficulty in 
lining up stringers, wiic has ap- 
parently surmounted the problem 
successfully, having 18 of them in 
Pennsylvania and 43 in 31 other 
states. 


however. 


Larry Geraghty, news director of 
WCSH-TV Portland, Me., brings up a 
cogent point in discussing the prob- 
lem of digging up a good set of 
stringers. “There is little trouble in 
getting them,” he opines. “The big 
problem, however, lies in keeping 
them active in the right news direc- 
tion.” 

“Because of our UPI Movietone 
connections,” 
WPRO-TV director. 
“we did not experience too much 
difficulty in one area. But it took us 
four years to latch on to a really 
good man in another highly strategic 
area. We pay for film at the rate 
of $25 per story. Unsolicited film, if 


asserts Mort Blender, 


Providence news 


used, gets the same. Stills net a 
stringer $7.50 apiece.” 

Capable reporter-photographers in 
the field are hard to come by, as far 
as WDBJ-TV Roanoke is concerned. 
News director Donald F. Murray says 
that “we have picked up the dozen 
we have via newspaper ads, word- 
of-mouth tips and accidentally!” 
Each correspondent is paid $10 per 
story used on the air, plus expenses, 
including mileage at the rate of $.07 
a mile. In the case of excellent film, 
excessive effort and originality the 
station gives a bonus of five dollars 
a story. 

Financial arrangements for 
stringers submitting material to 
WDAU-TV Scranton vary according to 
the news potential of the corres- 
pondent’s area and his over-all com- 
petence. Some work on monthly 
guarantees, but most of them are on 
a per-accepted-story basis. Minimum 
for a film story is $10, with film 
supplied and mileage paid by the 
station. 

Tom Powell, the station’s news di- 


rector, states that he has no “serious 
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“He was just 
about to leave, 
but | know 


he'll see you!”’ 


Seen — seen at the point-of-sale: 
That’s because more of your best prospects 
make time to learn more about your field 
and theirs with the one publication that 
is 100% television: Television Age. 

And when Television Age takes the train with 
your buyers, you can bet it’s not just along 
for the ride. This book is there on business 

... more business for you with 


Television Age. ib 


the climate is compelling 








trouble getting stringers because 
we have learned about most of our 
photo-correspondents through _ re- 
gional chapters of the National Press 
Photographers Association.” 

KIRO-TV Seattle approached the 
matter of latching on to suitable field 
men in a different way. Sam Rinaker, 
its news director, relays the informa- 
tion that “we had some difficulty, 
yes, so we made our original con- 
tacts through Eastman and du Pont 
distributors to camera shops selling 
16mm stock.” The station’s rates are 
$27.50 for a film story on assign- 
ment, $22.50 on speculation, if used, 
plus 10 cents for each foot aired and 
10 cents a mile. One of KiRo-Tv’s 40 
stringers averages $300 a month for 
his work for the station. 

Film at Ksp-Tv St. Louis is paid 
for at the rate of 50 cents per foot 
used, plus replacement of film ($5 
on most stories), plus out-of-pocket 
costs. Payment is higher on big 
stories, or where the stringer has ex- 
pended unusual effort in the station’s 
behalf. Non-film stories are recom- 
pensed at no fixed rate; the range 
is generally $5 to $10. 

The station has no regular 
stringers, but, according to news di- 
rector Austin Bridgman, contacts re- 
liable television and radio men in 
towns nearest the scene of the story, 
when they are needed. 

George Diab, news and sports di- 
rector for WTRF-Tv Wheeling, has 
“had no trouble so far” in setting up 
stringers. “We generally go into the 
area and find out who has a 16mm 
camera. Then we give stringer orien- 
tation,” he says. The station pays 10 
cents per foot and replaces all film. 
If the story is a big one, it pays above 
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that rate, plus a bonus determined 
on the importance of the story and 
how well the stringer handles it. 

A big percentage of the stringers 
used by KAKE-TV Wichita is com- 
prised of newspaper photographers 
who carry a movie camera with them. 
This percentage, says Paul Threlfall, 
manager of radio-tv news for the 
station, is about 40 per cent. Another 
10 per cent are commercial men in 
the area, college students with neces- 
sary equipment make up 10 per cent, 
and the remaining 10 per cent repre- 
sents actual freelancers. These heter- 
ogeneous percentages add up to a 
total of 90 correspondents working 
for KAKE-TV. 

A plaintive chord is struck by 
WKBN-TV Youngstown in the matter 
of news coverage in the field. In 
replying to the question of whether 
the station has trouble getting cap- 
able stringers, and if so, how does it 
go about finding them, news director 
Sid Davis answers, “Yes. Just plain 
suffering.” 





Elektra (Continued from page 40) 


business fell apart and the top crea- 
tive people started coming into .New 
York, no change was made in the 
system. 

“Bids are a habit now—a dreadful 
one. Two producers waste their time 
on every job, which only adds to the 
cost of the films by adding to the pro- 
ducers’ overhead. It can also be very 
difficult when an agency art director 
or film producer wants a particular 
studio and has to convince a client 
to accept the highest bid. Photogra- 
phers and illustrators don’t have to 
do it, and there’s no reason why we 
should have to, either. 

“The important thing, after all, is 
what is in the reel of film. If it’s 
good, it’s right.” 

As far as costs are concerned, Mr. 
Liss realizes that one of his problems 
is his company’s reputation for being 
very expensive. This, he maintains, is 
unfounded. “We run about $100 a 
foot on animation exclusive of sound- 
track. This is normal for best quality 
work. Sure, we have gotten extremely 
high prices for special projects, but 
our normal fees are well within rea- 


son. Several times we have been 
turned down as too expensive with- 
out being asked to submit a price and 
have discovered later that the budget 
actually would have covered our bid. 
Maybe the reason our finished prod- 
ucts look more expensive is because 
we put more of the client’s money 
into the picture.” 

No earnings report on Elektra, 
wholly owned by Mr. Liss and Mr. 
Maedoff, has been made available. 
“After all, we're in business. Why 
give our competitors such informa- 
tion,” points out Mr. Liss. However, 
Elektra has worked for most of the 
major New York agencies, and out- 
of-town agencies are coming in now. 
The seasonal profit slack is taken up 
by the production of longer films 
which included, recently, a 
training film for Clairol and sales 
promotion films for Jantzen and Ca- 
pezio. Plans are also under way for 
the production of other entertainment 


have 


films, along the lines of Hook. 

Mr. Liss likes to be able to do a 
job all the way. “I prefer to take a 
problem, knov, what has to be accom- 
says. 


plished and go ahead,” he 








STATEMENT REQUIRED BY THE ACT OF AU- 
GUST 24, 1912, AS AMENDED BY THE ACTS 
OF MARCH 3, 1933 AND JULY 2, 1946 (Title 
39. United States Code, Section 233) SHOWING 
THE OWNERSHIP, MANAGEMENT, AND CIR- 
CuLATiUN Ur TELEVISION AGE published bi- 
weekly, every other Monday, at Baltimore, Md., 
for October 1, 1959. 

1. The names and addresses of the publisher, 
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Among such all-Elektra jobs have 
been the show opening of Wide Wide 
World and a commercial for Esso of 
Canada which won an Art Directors’ 
award and is now in its second year 
of use. “However,” Mr. Liss says, 
“we, like everyone else in the busi- 
ness, work the way the agency wants 
us to—sometimes from a fully devel- 
oped storyboard, sometimes from 
copy points and sketches, sometimes 
from just a basic idea. 

“Most of the time agency film pro- 
ducers come to us, not because a 
client tells them to take the lowest 
bid, but because they want what we 
have to offer. This makes for a cli- 
mate of mutual respect. Some agency 
producers lean on us; some take over 
certain things. Everyone works dif- 
ferently and it’s a sensitive thing. We 
have out-of-town agencies who trust 
our judgment to the extent that they 
don’t even bother to come in town 
and look at the commercial in the 
works. They trust our standards. 


Way lt Should Be 


“Sometimes when we disagree on 
something with an agency, we'll do it 
both their way and our way. We often 
do this on final story boards and 
scripts. Sometimes, for many reasons, 
agencies won't accept our changes, 
but we prove to ourseives the way it 
should be done.” 

Although Elektra is tagged an ani- 
mation house, like many producers 
in that category it is handling more 
and more live action. It has, for in- 
stance, done live action for Folger’s 
and for a Ford theatrical sales film. 
In the case of the Wide Wide World 
opening, the original plan was for 
animation, and the client had to be 
convinced that live action techniques 


preliminary stills were shot before 
filming a one-minute show opening 
for Hit Parade cigarettes, for in- 
stance. An Ozalid machine has be- 
come part of the animation equip- 
ment, staff converted to its special use. 
Techniques of all kinds have been 
used, intermingled, improved upon. 

One of Elektra’s most steadfast 
clients has been Standard Oil of Cali- 
fornia through BBDO. Elektra’s han- 
dling of a recent problem for them 
illustrates why they have been such 
a good customer in an industry which 
has, as Mr. Liss remarks, “no real 
loyalties.” 

Standard was planning a name 
change for its gasoline from Calso to 
Chevron. It was expected that sales 
would decline for a time in spite of 
the commercials Elektra was doing to 
describe the changeover. Instead, sales 
increased throughout the period. 


Mr. Liss has a few rules for mak- 
ing commercials that do their job 
successfully. “First of all,” he says, 
“don’t talk down to people. Show 
warmth and a respect for people in the 
commercials.” He adds, “Show re- 
spect for the product. It’s too easy for 
the product to get pushed aside in the 
flurry. Also remember, entertainment 
sells. In the Chevron commercials we 
joked around about commerciais. 
However, we don’t joke about the 
product.” The final point that Mr. Liss 
likes to make is, “the product has got 
to be as good as the commercial says 
it is.” This, he thankfully notes, is not 
his problem. 

As for the commercial production 
business, Mr. Liss thinks it would be 
sensible for producers and agencies 
to get together on certain working re- 
lationships. “For one thing,” he says, 
“there should be a realistic standard 


on, such as Jack Goodford, designer 
and director of animation, and Bob 
Yung, vice president in charge of 
the longer films. 

As for Elektra’s future? Tape? 
“Certainly,” says Mr. Liss. “It has 
great possibilities. We're interested in 
all new techniques, all new ideas. 
Anything that helps us do a better 
job. It’s the quality of the finished 
product that’s important to us be- 
cause that’s how we get our satisfac- 
tion.” 


Hts time fo roll up your sleeve... 
/\GIVE 
LOOD 


CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 


1,177,172 Square Miles 
7,500 Accounts 
1,000 Advertising 

Agencies 


eS the eleven western states. 


And a media salesman must move 


| fast to cover his prospect list. Not much 


time to pioneer new accounts. 


He needs help. Help from Western Ad- 


vertising, the magazine that western 


advertisers and agencies look to for 


| advice, counsel—the straight story— 
whether it be spot news or “how to” 
articles. For the full story on WA and 
how it can help you—as it helps its 
| readers—call or write one of our offices. 


set for the proper length of time to 
do a first-class job. The overtime situ- 
ation on a rush job is not only costly, 
but people who are working when 


would be more suitable. 

“You can’t define what animation 
can be used for,” says Mr. Liss. “It’s 
true that animation is often more 


memorable; it can be seen oftener; 
people will accept more because it’s 
unrealistic. But I don’t like to make 
rules. Art is full of rules and regu- 
lations which, when broken, lead to 
improvements.” 

Experimentation is one of the fa- 
vorite words at Elektra. Thousands of 


they don’t really want to don’t do 
their best work. Another standard 
that should be set is one of reasonable 
costs, and this would do much to 
eliminate the abuses of the bid sys- 
tem.” 

The staff at Elektra at present num- 
bers about 15. It has been as high as 
50 and as low as 10. Key people stay 


| San Francisco . 


| New York « 





Western Advertising 

for Western Attitudes 

Los Angeles 
Chicago 
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Survey (Continued from page 39) 


saturation campaigns. No attempt was 
made to define the term “saturation” 
(which will be explored in another 
questionnaire); rather an attempt 
was made to determine the most 
heavily employed unit. The 10-sec- 
ond ID, according to 45 per cent of 
the total, is most heavily used in sat- 
uration drives, followed (and at some 
distance) by the 20-second commer- 
cial (29 per cent) and then by the 
one-minute message (24 per cent). 

In smaller agencies, the difference 
ir. use between the one-minute and 10- 
second ID in saturation campaigns is 
striking: 10 second, 47 per cent; one- 
minute, 23 per cent. And the gap is 
almost as dramatic at the larger agen- 
cies (41 per cent versus 25 per cent). 

Of the panelists queried, eight out 
of 10 have recommended at some time 
an eight- or 10-second ID campaign. 
These timebuyers were then asked 
their reasons for suggesting such a 
campaign, and the answers varied 
considerably. Principal reason, ac- 
cording to 80 per cent of the respond- 
ents, is to use the ID as a reminder of 
brand name and package. Other rea- 
sons: it is a good repeater of major 
sales points (46 per cent) ; it is ef- 
fective in a teaser approach (22 per 
cent) ; it is effective in a new-product 
introductory campaign (14 per cent). 

Although the great majority of the 
panelists report that they have not had 
cecasion to use the 30-second an- 
nouncement (it is not available in a 
sufficient number of markets), many 
report that they would use it under 
proper circumstances: if it became 
available in prime time; if copy re- 
quires the extra time; if more stations 
offered 30-seconds, and if the cost was 
not prohibitive. 

Majority of the respondents agreed 
that the greatest advantage of a 30- 
second announcement is its exclu- 
sivity in the station break. In terms 
of cost, 10 per cent of the timebuyers 
at the larger agencies said the 30 was 
a good buy at more than the com- 
bined 10 and 20 rate, while another 
46 per cent consider it a good buy at 
the combined rate. The remainder 
consider it a good buy only if it is less 
than the combined 10 and 20 rate. 
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There are, of course, numerous 
combinations of commercial lengths 
that can be used in a spot tv cam- 
paign. NBC Spot Sales asked its panel 
if they favored combination buys such 
as a schedule of one-minutes and IDs. 
Approximately eight out of every 
10 respondents favored combination 
schedules. 

The practice of combining two 
products in a given announcement 
was almost universally decried by the 
panel. It is simply not good advertis- 
ing to promote two products within 
a 20-second commercial, according to 
98 per cent of the respondents. And 
the situation doesn’t improve appreci- 
ably with the 30-second commercial: 
97 per cent of the panelists consider 
such a practice questionable. 


Combination Acceptable 


But a combination of products in 
a one-minute announcement seems to 
be more acceptable. Here, three out 
of every 10 panelists (or 29 per cent) 
believe such combinations can be 
good advertising. 

The length of an announcement also 
has its effect on buying habits, and so 
timebuyers were asked their opinions 
on the recall powers of various-length 
commercials. Since the product to be 
advertised would have a bearing on 
the answers, the panelists were asked 
to distinguish between a high-price 
hard-goods product and a low-price 
high-turnover product. 

Results: 71 per cent of the panel 
said that the one-minute commercial 
fosters much greater “recall at time 
of shopping” than the 20-second an- 
nouncement with high-price hard- 
goods products. But with a low-price 
high-turnover product only 28 per 
cent of the panel felt the recall factor 
was “much greater” with a one-minute 
announcement than with a 20-second 
announcement. However, almost half 
the panel felt that the recall advan- 
tage with a low-price item was 
“slightly greater” with a one-minute 
commercial. 

In an analysis of 20-seconds versus 
10-seconds, the longer commercial 
again has the advantage in the case 
of high-priced goods, according to the 
survey. Although 51 per cent of the 
panel believe that the 20-second fosters 


greater recall at time of shopping than 
does the 10-second, only 28 per cent 
feel this is true with a low-price item. 
It is interesting to note that 29 per 
cent of the timebuyers at the larger 
agencies say that there is no recall 
advantage in a 20-second commercial 
over a 10-second commercial. 

Sample comments from panelists: 

“On high-priced hard lines or for 
services requiring demonstration, you 
need the full time—as long as your 
story is interesting. I do not believe 
it is ever wise to promote two or three 
different products with different 
pitches in the same spot. It leaves the 
viewer confused—much like shopping 
a pawnshop window.” Tom Keady, 
vice president and manager, Erwin 
Wasey, Ruthrauff & Ryan, Houston. 

“The use and relative effectiveness 
of the several spot tv commercial 
lengths, it seems to me, must in the 
ultimate be resolved in the copy- 
writer's realm. . . .” Sam B. Vitt, 
media supervisor, Doherty, Clifford, 
Steers & Shenfield. 

“The length of commercial (in 
both radio and tv) is an area where 
the shrewd and creative media buyer 
can exhibit his knowledge of market- 
ing, recall research, stretching budg- 
ets and force of advertising in the 
field of distribution. . . . There are 
a tremendous number of factors to 
be considered to reach a length of 
commercial decision, and who is in a 
better position to weigh these factors 
than the veteran professional time- 
buyer?” Donald E. Leonard, media 
director, Fuller & Smith & Ross. 

“T firmly believe that the initiation 
of 30-second spots would improve 
television and would create a much 
better climate for selling. The current 
20-second-10-second set-up gives the 
appearance of a subway rush, with 
everyone rushing to get ‘on’ before 
the doors (next program) close.” 
Frank Mahon, media supervisor, Wil- 
liam Esty, New York City. 

“T believe that the originality and 
the quality of the commercial are so 
important that with the right condi- 
tions, a shorter commercial of such 
originality would sell better than a 
minute commercial of poor quality.” 
Lucille Widener, timebuyer, Victor & 
Richards, Inc., New York City. 










































































n News (Continued from page 23) minutes of local news with Peter until 7:30 a.m. Another five-minute 
it Thomas. news program is then offered, and 
ke The entire project, a cooperative one, KNXT programs for children with from 7:35 to 8 a.m. My Little Margie 
7 is under the direction of Hal Hough, _ the delayed network feed of Captain is telecast. The network news feed 
. director of program services for the | Kangaroo from 7-7:45 a.m. and fol- _ follows, as well as five minutes of 
il stations division, and results are not lows it with a west-coast regional local news. 
] expected to be conclusive for at least | newscast with Grant Holcomb. At KMOX-TV opens the day at 6:30 
six months. 8 a.m. the station offers two situation a.m. with Town and Country, a half- 
: Mr. Hough is not so much in- comedies—Our Miss Brooks and hour agricultural program. From 7 
- terested in share of audience as in Amos ’n’ Andy. to 8 a.m. a kind of all-family show, 
a the audience itself. He points out that Farm Show First Good Morning, St. Louis, is telecast. 
v the general level of sets-in-use in the The co-hosts, Curt Ray and Dotty 
- 7-8 a.m. time slot is seldom above In Chicago WBBM-TV opens up at Bennett, incorporate chatter and fea- 
~ five per cent, while it almost doubles 6:45 a.m. with an agricultural pro- tures with live music and cartoons. 
nt from 8-9 a.m. and continues to climb gram. This is followed at 7 a.m. with Three five-minute newscasts are an 
- after that. “Our hope is that by in- _ Paul Gibson in a conversational show _— important part of the one-hour pro- 
ig troducing stronger programming sup- _ aimed primarily at adults, incorpor- gram. 
Y, ported by more promotion from 7 to ating several newscasts. From 7:30- At the end of the experimental 
ie 8 a.m. we can increase sets-in-use 8:05 a.m. the emphasis is switched period, results will be made avail- 
close to the level of 8-9 a.m. We’re to children with Susan and the Pro- able to all station managers, who are 
- out to see what program pattern will fessor. Popeye cartoons as well as a then free to determine what format 
al take and hold.” He points out that live orchestra are utilized. is best suited for their needs. Mr. 
¥ there is an audience for early- morn- WCAU-TV opens at 6 a.m. with a | Hough warns that ratings alone are 
- ing programs today as there are half-hour agricultural news program, __ not the sole yardstick. A show with 
tt, advertisers, but both audience and followed by Philadelphia’s version low ratings may still be salable, or 
d, number of clients can be increased. of Sunrise Semester. From 7-7:05 it may be necessary to keep it be- 
Changes aS ee a.m. five minutes of news is pre- come it performs a service to the 
in sented, followed by Amos ’n’ Andy __ public. 
“ Not all of the programs are new kee ieee 
a to each of the markets. New York has 
ey had the rotating news show since | 
e- May, while Los Angeles and St. = 
~ Louis have had their respective for- GENE AUTRY 
Ki. mats for close to a year. St. Louis, | 
+ however, has made some changes »y in 56 HOUR FEATURES 
of recently, and in any case, the kind | = 
a of controlled experiment now under | 
- way requires that each of the for- < y ROY ROGERS 
ry mats be given enough time to get | 
ia established. vg in 67 HOUR FEATURES 
The matutinal programming insti- | 
aa tuted varies from market to market. | REALLY ROUNDIN’ UP SALES! I 
| WCBS-TV’s rotating news is decidedly . 
1 adult fare. It consists of three 20- | Station Rava piety Ne -otand has y 
aa minute blocks starting at 7 a.m. Each | pay eer ee rackin Up raves: 
he block is divided in two sections—Bob | WHCT 5 Year Profit Plan “The group of 123 
ith Hite with 10 minutes of foreign and | KTVU 5 Year Profit Plan films is the best of its 
ore national news, followed by Peter | San Francisco-Oakland kind on the market 
” Thomas with 10 minutes of local, | KFBB-TV 5 Year Profit Plan today." —-WFBM-TV, 
- - . E Great Folie, Montene . Indianapolis, April 9, 
T;). regional sports and weather news. WRGP-TV 5 Year Profit Plan 1959 
These are repeated at 7:20 and 7:40 Chattanooga : ’ 
KHSL-TV 5 Year Profit Plan 
i a.m. These newscasts do not make the Chico, California “Almost always sold 
80 usual visual demands on the viewer; WSJS-TV 5 Year Profit Plan out.”—WFBC-TV, 
di: they are written in radio style and WGR-TV 5 Year Profit Plan nang tool 
iti therefore can be followed from Buffalo r — 
. another room. They are preceded by bo al 5 Year Prom Pian 
y.” Sunrise Semester from 6:30-7 a.m. WOOD-TV 5 Year Profit Plan mca 
& and are followed at 8 a.m. by 10 | Gane ee 
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minutes of network news and five : 
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WE’RE RACING INTO OUR 
7“ BIG SEASON! 


The U.S. Steel Hour will continue to bring you 
the finest in “live” TV entertainment every 
alternate. Wednesday ...and be sure to watch the 
Steel Hour Special, “Holiday on Wheels,”’ 
with Sid Caesar, Audrey Meadows, Tony Randall 
and Gisele MacKenzie, Oct. 21 on CBS. 


U.S. STEEL HOUR 
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In the picture 


Paul Smith, vice chairman of the board of directors and chairman of the plans board 
of Fletcher Richards, Calkins & Holden, Inc., has assumed over-all supervision and direc- 
tion of the creative activities of the agency, a responsibility embracing copy, art, produc- 
tion, television and radio. Mr. Smith, although he began his career as a copywriter, has 
long been known as one of the country’s outstanding art directors and has won every major 
advertising art award, some of them several times. He was president of the Calkins & Holden 
agency prior to its merger with Fletcher D. Richards, Inc., early this year. He established 
his own agency in 1948 and merged it with Calkins & Holden two years later; he func- 
tioned as C&H creative director until his election as president in 1957. Prior to 1948 he 
had been associated with Kenyon & Eckhardt and with the D’Arcy agency. 



























































Mort Werner has joined Young & Rubicam, Inc., as vice president and director of the 
tv-radio department, it has been announced by George H. Gribbin, president of the agency. 
Mr. Werner will fill the position held by Peter G. Levathes, who resigned to become pres- 
ident of Twentieth Century-Fox Ty Productions. A veteran of 27 years in broadcasting, 
Mr. Werner joined Kaiser Industries in 1957 and was a vice president of the organization. 
In addition to directing program and advertising activities there, he participated in the 
development and direction of Kaiser’s tv and radio stations in Honolulu. At NBC, where 
he was vice president in charge of national programs before joining Kaiser, he played an 
important part in developing and producing the then-new magazine concept in tv, as exem- 
plified by Today, Home and Tonight. Mr. Werner lives in Scarsdale, N. Y. 





Edward H. Armsby (1.) has been named director of sales 
promotion and presentations for the Televsion Bureau of Adver- 
tising, and George G. Lindsay (r.) becomes central division di- 
rector for the organization. Mr. Armsby was with NBC’s sales- 
development department, manager of sales development for ABC 
Radio and with Ketchum, MacLeod & Grove as an account execu- 
tive. Mr. Lindsay was with Erwin Wasey & Co., Kstp-tv St. Paul- 
Minneapolis, Edward Petry & Co. and, most latterly, with Weed 
Television as vice president and sales manager in charge of Chicago 
operations for the station representative. 





Arnold Kaufman, a senior member of the executive staff of RKO Teleradio Pictures, 
Inc., has joined National Telefilm Associates, Inc., as vice president in charge of eastern 
operations. He comes to NTA following a 10-year association with RKO Teleradio, where 
he was one of the top aides to company president and board chairman Thomas F. O'Neil, 
holding such high-level executive posts as vice president and executive staff member, chair- 
man of the RKO Teleradio advisory committee, division director and general manager of 
the company’s film-financing division. Mr. Kaufman first joined the General Tire & Rubber 
Co., RKO Teleradio’s parent company, in 1947 as a tire sales representative in Boston. In 
1949 he went with RKO Teleradio’s Yankee Network in Boston as a member of Mr. O’Neil’s 
executive staff, transferring three years later to RKO’s headquarters in New York. 





ve. | Sig Mickelson (l.), since 1954 vice president of CBS and 
~ " general manager of CBS News, has been appointed president o! 

~ the CBS News Division, thereby completing the establishment of 
CBS News as an operating division of CBS, and capping Mr. 
Mickelson’s long and distinguished career in broadcast journalism 
and public affairs. Guy della Cioppa (r.) has succeeded William 
Dozier as CBS-TV vice president, programs, Hollywood, Mr. Doziex 
having resigned to go with Screen Gems, Inc. Mr. della Cioppa 
has been with CBS since 1937, an association broken only by two 
years’ overseas service during the war. 
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That is the sales record of the Roches- 
ter, Minnesota Market. 


Here is a market that is growing faster 
than any metropolitan market in the 
State of Minnesota and here is a mar- 
ket where you can up your sales by 
using KROC-TV. 


Look at it this way: the Rochester 
Market has a consumer spendable in- 
come of $886 million. KROC-TV 
reaches 70% of this market, sign-on 
to sign-off according to ARB. Put these 
figures together and they spe!l out one 
word .. . SALES. 


The Meeker boys are sales specialists. 
They've got all the facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 





Network Representative: Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





A jaundiced eye on New York: 
Recently CBS Television sponsored a 
New York and Hollywood week-long 
jaunt for 51 women, one each from 
the District of Columbia and all of 
the states in the Union (there are 50 
now, you know). These gals were se- 
lected to become reporters-for-a-week 
with the idea that after spending 
four days in each of the two cities ob- 
serving the network’s daytime pro- 
gramming activity they would write 
daily stories about it for their local 
newspapers. 

However, a few snags developed. 
Keeping 51 women organized to pre- 
vent them from drifting apart in New 
York proved an awesome task. But 
worse than that was the delicate but 
vital task of making each gal keep her 
eye on the eye. 

So, in order to assure full focus 
of the gals’ attention, a full program 
was arranged. Oscar Katz, vice presi- 
dent, network programs, spoke to 
them about the network’s program- 
ming philosophy. Other network ex- 
ecutives, as well as producers, writers 
and directors of daytime shows, were 
on a panel press conference attended 
by the girls. 

They went to studios and even ap- 
peared on The Big Payoff. And what's 
more, the CBS hosts gave a reception 
and party for the visiting tyros of 
the press at night, attended by not 
only top network folks but also ad- 
vertising agency bigwigs. 

Imagine, then, how the sponsors of 
the shindig felt when they came 
across one story sent home by one of 
the girls and found it to be a very 
colorful and rapturously descriptive 
narrative all about New York’s China- 
town. 

* * * 
Novelist P. G. 
Wodehouse, writing in Punch, says 


The worm turns: 


that everybody in London is talking 
about the increase in that city’s juve- 
nile delinquency. And, he reports, in 
some quarters it is felt that the new 
Mickey Spillane Mike Hammer televi- 
sion series is responsible for much 


of the present increase in youthful 
rampaging. 

Mr. Wodehouse speculates that if 
Mr. Spillane were asked why he al- 
ways has Mike shoot people in the 
stomach, never in the head, he would 
no doubt reply that it is just a whim, 
or possibly that the artist cannot be 
stifled but must be allowed his tech- 
nique. 

“Students of sociology claim,” Mr. 
Wodehouse writes, “that this sort of 
thing gives the younger generation 
ideas, but Mr. Spillane has his answer 
to that. The Hammer shows, in his 
opinion, cannot take the blame. ‘They 
are on at 10 p.m. Mr. Spillane points 
out, ‘and at that hour the younger 
generation is not watching television. 
It is out on the streets, looking for 
someone to strangle or stab.” 

Tv, beware! Youth can be a bad 
influence. 

* * * 

In Austin, Tex., a fellow named 
Jesse Gartman picked up his telephone 
and heard strange voices. He listened 
for a while and discovered that he 
was phoned in on the sound part of 
the CBS television show, The Verdict 
Is Yours. 

So he heard the verdict and hung 
up and tried again to get his number. 
This time he got The Brighter Day. 
Jesse didn’t mind listening, but he 
also wanted to talk. So again he hung 
up and made a third try, which ot 
him a first-class connection with The 
Secret Storm. 

The Austin man then reported the 
trouble to the telephone company. The 
people there were skeptical at first, 
but checked his line and, sure enough, 
found themselves tuned in to tv. 


Since this could not be, the tele- 
phone folks stretched a new line to 
the Gartman house. Officials of the 
phone company blamed heavy rain for 
the trouble. 

Mr. Gartman is happy now that his 
utilities are not crossed. He allowed 
that sound-only tv is not to be recom- 
mended. Out of sight can drive a man 
out of mind. 


















When KSTP-TV 
says ‘go out 
and buy it”... 


people go out i 


and buy it! MINNEAPOLIS « ST. PAUL 
100,000 WATTS NBC 


ENTED BY EDWARD PETRY & CO., INC. — A GOLD SEAL STATION 











"Now that we're 


changing reps ... 


Let's 
ear what 


As you prepare to 





choose new reps, 

what questions 

particularly concern 

you? Aren’t these 

the ones? Are we 

important on their list? 

How creative are 

their men? How 

aggressive? How good 

is their research? What are they doing for other 
stations? How fast are they growing? 
Before making your final decision, you owe 


yourself Young TV’s answers to these questions. 
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